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Rough Proofs WPB Scurries 


Standard Brands has just | 
nounced that it’s introducing four 
new products for 1943 promotion, 
and in keeping with the times three 
of them are vitamin tablets. 


- . | 


By arrangement with W. F. 
Straub & Co., Heinz wiil now add a 
line of packaged honey to the 57 
varieties. Thus far no kick on the 
new arrangement has been regis- | 
tered by the bees. 


- © Ww 


People who have been hiding out | 
from their creditors are to be pro- 
tected by the FTC from having to 
answer teaser collection letters hint- 
ing they are in line for inheritances. 
Human nature must be protected 
from its own frailty. 


ee Me 


Senator Prentiss Brown is taking 
on Leon Henderson’s job, and it is 
to be hoped that the sage of Swarth- | 
more is leaving behind an ample 
supply of aspirin tablets. 


i a 


Maybe the reason Canada is cut- 
ting out liquor advertising Febru- 
ary 1 is that they don’t want to em- 
barrass the distillers by requiring 
them to admit that the kick of their 
potions has been cut 30 per cent. 


is curtailed. 


~~ =. F 


New Year’s Day will bring an op- | 
poltunity to turn over a new leaf to 
those direct mail copy writers who 
get chummy toward the end of their 
letters and say, “Let's you and I.” 


> + 


Looking over the advertising vol- 
ume figures for 1942 leads one to 
realize that during the past twelve 
months a lot of people in this busi- 
ness have done a lot of unnecessary 
worrying. 

. © v 


Some hungry retailers are now 
advertising in their trade journals 
that they will welcome calls from 
salesmen. “Order-taker,” it seems, 
is no longer a term of reproach. 


. = 


The people in Washington had | 
better start being a little nicer to 
the farmers in such matters as 
equipment and labor. After all, 
even Donald Nelson and Paul Mc- 
Nutt have to eat. 


— = 


The old definition of a middle- 
aged man was one whom a woman 
could make happy, but not unhappy, 
but now it’s conceded to be anyone 
who has reached the ripe age of 38. 


v v v 

Reduction in the 
ot zine for plates February 15 is 
going to give the typographers a 
chance to prove that the hand letter 


allowable use 


men were just using their good 
stuff, anyway. 

- oe 
An agency man, records the 


“Diary,” recently had the temerity 
to tell a client in open meeting that 
he was wrong. For most executives, 
this still comes under the heading 


of suppressed desires. 
- ww 
In your holiday merry-making, 
don’t forget to give thanks that 


America is the land where at Christ- 
mas children may still listen for 
sleigh bells ringing in the snow. 


Copy Cus. 


| War 
| week speeding up the machinery of 


|/ committee, 


|mittee on Dee. 
|newsprint and 


tion for 


fo Clear Paper 
Order by Jan. 1 


Likely That Media 
Suggestions Will Be 
Followed Closely 


D. C., Dec. 24.—The 
Production Board was this 


Washington, 


its industry operations branch in the 
hope that an order curtailing con- 
sumption of paper by publications 
by 10% during 1943 could be issued 
before Jan. 1. If present plans carry 
through, a series of six orders limit- 
ing various classes of paper con- 
sumption will be issued Tuesday. 
The forthcoming order, 
expected, would incorporate the rec- 
ommendations of the newspaper and 
magazine industry 
The magazine industry advisory 
meeting here Dec. 19, 
proposed a flat 10% reduction in the 
amount of print paper to be used 
by each magazine publisher in 1943 
as compared with 1942. The com- 
mittee recommended that each pub- 
lisher be given freedom to effect the 
cut in any manner fitting in with his 
own production problems, so long 
as the consumption of print paper | 


The newspaper 
other 


print paper consumption be limited 
during 1943 to the amount of paper 


° | 
it was 


advisory com- 
10 proposed that 
newspaper | 


used to meet the net paid circula- | 


1941 with a 3% 
for waste and returns. 
If both proposals are followed, 
the immediate cuts and any future 
cuts will be based on the years in 
which each field made relatively the 
best showing, 1941 for newspapers 


allowance 


and 1942 for magazines and business | ; 


papers. 
Expect Similar Cuts 

Similar cuts are expected to be 
made by the major users of book 
papers and other papers in com- 
mercial printing, direct mail and 
book publishing. 

It is believed that the cut in pa- 
per available for printing and pub- 
lishing may reach from 20 to 30% 
before the end of 1943. Exact 
estimates are impossible at the 
present time because no adequate 
figures have been available to the 
government on 
paper or on inventories. 
ing and reporting of inventories by 
publishers will probably be incor- 
porated in the order. 


1942 Base Fair 

Selection of a 1942 base year for 
periodicals prevented destruction of 
the service to the war effort per- 
formed by many business and indus- 
trial papers, who had expanded 
during the past year to provide 
war plants and others with “know 
how” information important to the 
production drive. Both business 
papers and magazines had bitterly 

(Continued on Page 23) 
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Advertising Be Cut 


Finds Fault with 
} . | Warne Proposal of 
ee Government Copy 


2OUNO w senvect | 


Washington, D. C., Dec. 23. 
'Elmer Davis, director of the Office 
of War Information, today assured 


. . . . ff ti 
Shell Off Co. is testing the effectivences correspondents that to his knowl- 


of change-oil copy tied to the gas ration- 

ing setup and probably will launch a 

campaign on this theme in newspapers 
next month. 


is being considered anywhere in the 
| government. 


| The OWI chieftain also emphati- | 


sidy of press and radio as a substi- 


Sunkist Promotion 


jabout the government's attitude 


on the plans for reducing adver- 
as er ace; a to “the minimum neces- | 


to sell goods,” offered by a 
(mone of “100 economists, political 
scientists, psychologists and other 
|educators” headed by Prof. Colston 
Warne of Amherst College, presi- 
dent of Consumers Union. The plans 


Many Media Share 


Dailies of 116 
Cities to Carry 


dressed to Treasury Secretary Mor- 
1942-43 Advertising genthau and other government offi- 
cials late last week. (ADVERTISING 
Los Angeles, Dec. 23.—Following | AGE, Dec. 21.) 
up a heavy Christmas schedule in| Asked for his opinion of the 
letter at his weekly press 
California Fruit Growers Exchange | iconference, Mr. Davis said in_ his 
will launch the second phase of its Usual candid, Hoosier style: 
1942-43 winter campaign Jan. 3. 
The entire campaign, embracing 
both the United States and Canada, 


Their Own Views 


“Well, I saw this statement. It 
includes 168 metropolitan newspa- was signed by 


pers in 116 U. S. cities, national| mists. I am not familiar 
magazines, radio, painted bulletins | economics 
and various dealer helps. The news- 
paper schedule is divided into three 
sections, with the third drive start- say that this was the opinion of a 
ing Feb. 28 in all 116 markets. certain number of economists which 
A total of nine four-color adver- reflects their views and not neces- 
tisements is planned during the sea- sarily any others. 
son in The American Weekly, This “Certainly as far as I know there 
Week Magazine and roto sections of is no idea of that sort anywhere 
the First Three Markets Group. in the government. It would have 
Present plans for Canadian papers come to the attention of this office, 
(Continued on Page 23) (Continued on Page 25) 


industry and I don't 
know how eminent these gentlemen 
are in their profession, 


Last Minute News Flashes 
AFA Maps Expansion Drive for Next Year 


New York, Dec. 24.—Following approval by the Office of War Informa- 
tion and Office of Civilian Defense, the Advertising Federation of America 
has announced its selection of 200 key cities to inaugurate a sweeping ex- 
pansion drive early next year. In cooperation with OWI, OCD, and the 
Advertising Council, the AFA will invade areas where there are no 
advertising clubs, and call upon leading advertising men and women, 
agencies, newspapers, radio and public utilities to pool their talents for 
promotion of various war projects. 


Full-Page General Motors Copy to Run in 200 Dailies 
Detroit, Dec. 24.—Campbell-Ewald Company has issued orders for a 
full-page institutional advertisement for General Motors Corporation to 
run in all plant cities and metropolitan markets next week. Copy will 
run in more than 200 dailies, and will feature industry’s “know-how” 
“saves manpower, materials and money—and gets the job done!” 


U. S. Publications Can Carry Liquor Copv in Canada 

Ottawa, Ont., Dec. 24.—The edict banning liquor and beer advertising 
in Canadian publications will definitely not apply to newspapers or 
periodicals published outside the Dominion, the American minister at 
Ottawa has been assured by Canadian authorities. 


Nelson Sees Hope of ‘Virile Civilian Economy’ 


Washington, D. C., Dec. 24—WPB Chairman Donald M. Nelson today 
predicted that a “virile civilian economy” could be maintained in 1943 
despite the tremendous increases in war production. Speaking to war 


| agency correspondents at a special Christmas Eve press conference, Mr. 


DIRECTORY OF FEATURES 
Ad-libbing 12 
Admen in the Armed Forces 15 
Chain Store Sales 2! 
Diary of an Adman a 
Earnings 17 
Editorials 12 
Getting Persona! 20 | 
Information for Advertisers 12 
Obituaries 24 
Photographic Review 27 
Postwar Planning 19 
Private Lines 26 
Rough Proofs 1 
Voice of the Advertiser 16 


ey: 


Nelson said some material shortages, including steel, are being relieved. 


edge no plan to restrict advertising | 


cally opposed any government sub- | 


| tute for advertising when questioned | 


| were suggested in an open letter ad- | 


a number of econo- | 
with the | 


but I should | 


Seek $200,000 for New 
ae oe Analysis of Advertising 


Business Leaders Ask 
Conference Board to 


Undertake the Job 


Chicago, Dec. 24.—A_ long-ru- 
mored movement to develop an en- 
tirely new study of the social and 
economic aspects of advertising in 
the dynamic American economy 
moved into the action stage this 
| week in the wake of some 5,000 
| letters sent to advertisers, advertis- 
ing agencies and national media, 
,explaining the project and seeking 
{funds for its underwriting. The re- 
| search will be conducted by the 
National Industrial Conference 
Board, New York. 

The letters were signed by a com- 
mittee of ten business, publishing 
and radio leaders, headed by James 
| F. Bell, chairman of the board of 
General Mills, who has been the 
spark plug of the entire movement. 
| Advertising agencies were not asked 
to make contributions, but merely 
to lend their moral support to the 
feffort. Advertisers and national 
media were invited to subscribe 
l}amounts of $1,000, $500 or $250, de- 
| pending upon their financial stake 
lin the advertising business. A to- 
| tal of $200,000 is being sought. 


| One-Half for Publicity 


Significantly, one-half of this sum 
is to be earmarked for dissemination 
lof the results of the study, a provi- 
| sion which indicates that the spon- 
sors feel the Harvard study, released 
at Christmas time last year, right 
after the country had been plunged 
into war, has not been effectively or 
widely used. 

As a result of the letters which 
have been sent out, Mr. Bell’s of- 
fice informed ADVERTISING AGE to- 
i\day, contributions for the research 
part of the project have been flow- 
ing in steadily, and the sponsoring 
group is confident that a sufficient 
volume of pledges will be received 
so that active work on the project 
can start mmmediately. The four 


major networks, plus several to- 
ibacco and liquor companies, have 
already signified their willingness 
{to contribute, his office said. Mean- 


,while, ADVERTISING AGE learned in 
New York today that contributions 
received by the National Industrial 
|Conference Board to date have to- 
‘taled $4,700 from 15 different 
sources, with “more flowing in.” 
Will Have Progress Committee 
The sponsoring group expects to 
set up a smaller “progress commit- 
tee’’ by the first week in January 
to carry on the actual work of con- 
tacting the National Industrial Con- 
ference Board and following through 
on details. This committee’ will 
probably have an executive secre- 


tary and an office in New York, 
but at present most of the details 
are being coordinated at Mr. Bell’s 


office in Minneapolis. 

The committee believes the re- 
isearch work on the project will re- 
quire a minimum of six to eight 
months, and says it does not know 
whether the findings will agree 
with or conflict with those of the 
Harvard study. This study “will 
be one of several extremely valu- 
able sources,”” however, ADVERTISING 
AGE was told. 

The study will be made under the 
supervision of Leonard Kuvin, ad- 
ministrative director and director of 
economic research of the National 
Industria! Conference Board, and is 
expected to get under way some 
time in January. 


“The job we intend to do,” said 
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ADVERTISING AGE 


December 28, 1942 


Mr. Kuvin, “will be 
factual 
affects price level, 


in effect a|medium of 
study of advertising as it|munication, an 


information and com> posed to subscribe part of the cost, 
instrument of dis- the letter 
general distribu-|tribution, a powerful factor in the |come from users of advertising, with 


said, and the rest is to 


tion, integration of corporations in|social and cultural progress, and a|subscriptions “spread as widely as 


the controlling markets, and 


the | sustaining influence in a free press | possible.” 


dependence upon advertising of the|and radio. 


system of free enterprise.” 
Leaders Sign Letter 


The letter 
tisers, accompanied by a 
brochure and a 
was signed by M1 
Jowing business leaders: the 

W. B. Bell, president, American | econo 
Cyanamid Company; Ralph Budd, 
president, Chicago, Burlington and 
Quincy Railroad; C. M. Chester, 
chairman, 
tion; Walter 


highly 


subscription card, 


Indus 


S. Gifford, president, 


American Telephone 
Company; A. W. Robertson, chair- | 000, 
man, Westinghouse Electric & Mfg. spent 


Company; Alfred Sloan Jr., 
man, General 


chair- | other 
Motors Corporation; 
Arthur Hays Sulzberger, publisher, | ter 
New York Times; Niles Trammell, 
president, National 
Company; and Thomas E. 
chairman, Wilson & Co. 
The letter 
“your 


Wilson, | result 


favorable | 


sponsoring to obtain an objective, 


printed | built,” 


General Foods Corpora- | agreed to 


with 


consideration and /the public 


“We look upon advertising as one | each, 
of the essential tools to preserve the tion of $500 to be sent to the Na- 
stimulated economy 
which went to adver-|which American business has been |earmarked for use on the study. 
the letter continued. 
our joint purpose, therefore, to dis- | headed, 
*. Bell, plus the fol-|cuss the relation of advertising to Reconstructing the Consumer Mar- 
American 

its. effect upon the of Advertising as an Instrument of 
American pattern of life. 

After explaining that the National Progress Conducted by the National 
Conference Board had | Industrial 
if the| viewed the development of adver- | 


entire 
my and 


trial 


make the study 
necessary funds are raised, the let- tising during recent years and gave 
& Telegraph ter estimated the total cost at $200,- the following as the purpose and 
half this 


on the study 


Recipients of the letter 
asked to contribute $1,000 
with an immediate contribu- 


were 


upon tional Industrial Conference Board, 
“it is The accompanying printed folder, 
“The Advertising Study— 


enterprise ket After the War—An Appraisal 


” 


Economic Development and Social 


Conference Board,” re- 


amount to be scope of the study: 
itself and the “The objective is to assemble and 


half to be used for dissemi- present impartially for general use 


nating the findings. 
gave no 
exactly 
Broadcasting | would be spent, it reported that the |economic and social effects upon the 
issued “first as a level and pattern of American liv- 
and guide 
opened by bespeaking | advertising and the obligations to/since the last war. 


how 


s would be 
handbook 


sumption in order that the position sive way, 


While the let- | facts regarding the extent of use of 


specific clues as to |advertising as a tool of the Ameri- 
latter 


$100,000 |can enterprise economy, and_ its 


for users of ing during the period of expansion 
The investiga- 


involved in its use; and/|tion is designed to bring together 
support in an effort which we are | secondly in a form for popular con- | for 


the first time in a comprehen- 
for use of everyone con- 


independent and authoritative ap-j|of advertising and its importance in cerned with advertising as consum- 


praisal of the position of advertis- the economy of the country may be ers, 


producers, advertisers, or from | 


ing as an integral part of mass pro- | clearly understood and appreciated.” the point of view of public policy, 


duction, as a force in employment, a 


Various types of media are ex- reliable 


and practical information 


ber is increasing rapidly 


These women have earned 


enjoying a new life, new 


the care of a home they hay 


precision materials of war. 


money than ever before in tl 


St ory, 


and sense of responsibility. 


80,000 
DETROIT WOMEN 


F the 660,000 industrial workers 
in Detroit, approximately 


80.000 are women. T 


his num- 


each day. 


and are 
freedom 
From 


e readily 


turned to the tending of lathes: the 


inspection of parts or the making of 


But .. 


they are still women with this differ- 
. . they are earning more 
reir lives, 
and they know how to spend it. 


Che Detroit Tree Press 


Brooks & Finley, I 


HE Free Press is practically the 

only newspaper read by thou- 

sands of these women, owing to 
its hours of publication and to the 
hours at which shifts change in De- 
troit plants. These women are not 
interested only in Free Press women’s 
pages, but in every page that’s in it, 
for a new editorial policy and pur- 
pose has made every column of The 
Free Press) “must” reading for 
Detroiters. 
Whether you want to sell to Detroit's 
men or women, The Free Press offers 
you the fastest growing and the most 
responsive reader audience. An in- 
crease in circulation since January of 
50,455 copies per day is good proof 
of good value. 


c.. Natl. Representatives 


Jabout advertising as an industry 
and as an economic and social force 
in American life. It will concern 
itself not merely with advertising 
as a technical device of market 
expansion, but more especially as 
an instrument of economic growth, 
social improvement and _ cultural 
progress through its inter-relation 
with productive development, tech- 
nological advance, public informa- 
tion and consumer education.” 
13 Principal Topics 

Thirteen main topics are pre- 
sented as subjects to be studied: 

1. Relation between advertising, 
productive expansion and employ- 
ment. 
| 2. Relation between advertising 
and technological development. 

3. Effect of advertising on total 
'national consumption, i. e., the plane 
of living. 

4. Effect of advertising on the 
'diversity of goods and services, i.e., 
‘on the pattern of living. 

5. Effect of advertising on the 
;per capita use of staple commodi- 
| ties. 

6. Effect of advertising on the 
distribution of family 
tween consumption and savings. 

7. Effect of advertising on the 
per capita use of specialties. 


\flow of necessaries, comforts and | 
luxuries, respectively. 

9. Relation between advertising | 
and the growth of use of consumer | 
credit. 

, 10. Advertising as an_ integral | 
part of management of selling and | 
cost of distribution. 

11. The role of 
|support of the press. 

12. Support given by advertising 
to broadcasting in private hands, as 
\distinguished from government 
| broadcasting. 
| 13. Dimensions of advertising as 
an industry. 


A Mixed Reception 


Although none of the recipients 
or signers of the communication 
would speak for publication, it was 
learned that the message received 
mixed reactions. A number of 
those on the iist were favorably 
impressed by the prospectus, and 
some have pledged their support. 
Others, however, have decided to 
withhold action until further details 
are forthcoming, and still others are 


inclined to shy away from _ the 
project. 

One prominent advertiser who 
received the letter was annoyed 


because it was a form letter, and 
declared that he would do nothing 
about it until its subject matter was 
discussed with him on a more per- 
sonal basis. Another reported that 
in his opinion no such study was 


to be in bad taste at present, when 
the country’s efforts should be de- 
voted solely to winning the war 
rather than to justifying the exist- 
ence of a part of the business struc- 
ture; and a third expressed some 
fears that the project might be con- 
sidered by the general public as a 
sort of revival of the old Liberty 
League. 


Other Reactions 


Advertising interests connected 
with the Harvard study, which was 
financed in part by a grant from the 
widow of Alfred W._ Erickson, 
agency head, were loath to comment 
lon the newest advertising study 
project, which in many ways ap- 
peared to duplicate the Harvard 
effort, but it was reported that sev- 
eral of the organizations and indi- 
viduals most closely connected with 
the Harvard study and the result- 
ing thousand-page report of Prof. 
Neil Borden looked with some 
apprehension upon the project. 

In view of the completeness, 
thoroughness and impartiality of the 
Harvard study, they privately ex- 
pressed the fear that any new study 
might find little acceptance, and the 
very issuance of another study so 
closely on the heels of the Harvard 
report might give the impression 
that the advertising field was labor- 
ing to develop a study which would 
exactly suit its own preconceived 
notions. Nevertheless, most agreed 
that the weight of the ten names 
signed to the original letter seemed 
heavy enough to insure the success 


of the fund-raising effort. 


income be- | 


8. Effect of advertising on the | 


advertising in 


necessary, and that it would appear | 
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UNITED STATES MARITIME COMMISSION SHIPYARDS 


With the need for adequate housing 

| acute, a full-page appeal to San Fran 

| cisco home owners appeared recently in 

newspapers, asking them to provide 

sleeping quarters for shipworkers and 
their families. 


Co- -op Radio Series 
to Run 13 Weeks 
on 30 Stations 


New York, Dec. 24.—After re- 
ceiving right of way to purchase 
time on the air, following a two- 
day conference in Washington with 
the code committee of the National 
Association of Broadcasters (ADVER- 
TISING AGE, Dec. 21) the Cooperative 
League of the U. S. A. this week 
‘announced that its first nationwide 
radio series will run for 13 weeks 
over about 30 key stations from 
coast to coast, starting some time in 
February. 

Meetings of the national radio 
{committee, which is producing and 
writing the co-op show, and Ather- 
ton & Currier, advertising agency, 
are being held this week to work 
out plans for the program. The pub- 
licity and education committee, 
along with the board of directors of 
the league, will meet the first week 
|in January to go over final radio 
plans. 

Murray D. Lincoln, president of 
the Cooperative League, paid tribute 
ito the cooperative spirit of radio 
executives who participated in the 
joint meeting on Dec. 14 and 15. 


Neisner Elects Officers 


Neisner Brothers, Rochester, N. \ 
has elected the following officers 
Fred Neisner, president; M. H. 
Goldman, vice-president: and D. H 
Morrison, a member of the execu- 
tive committee. 


Returns to ‘Chronicle’ 

Robert Kinsley, one-time mem- 
ber of the business department of 
the San Francisco Chronicle, has re- 
turned to the paper as a member of 
the national advertising staff. 


\ single 
dailies, 
“everybody” 
Zone* at one rate of 12c per line. | 
You can do a more intensive sell- | 
ing job in Troy at lower cost than 
in any other major New York 
market. 

*1940 population, 115,264 


medium, Troy's sole 
enables you to reach 
in the A. B. C. City | 


“re \ THE TROY RECORD 
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 sewevress THE TIMES RECORD 


— All Advertising Direct 
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ADVERTISING AGE 


“Youve got us licked!” 
surrender the GREMLINS 


If someone asked you what was the single most vital asset 
you could buy in a magazine today, what would you say? 


Wouldn't your answer have considerable to do with how 
closely a publication was geared to the war effort? 


When PopuLar SCIENCE Monthly goes into that subject, 


Gremlins surrender in droves . . . know all is lost. 
Look eee 


Editorially this news-picture magazine of science and in- 
dustry is part and parcel with this war... whether you 
judge it by the news-worthiness of its feature stories (did 
you read the much-discussed answer to De Seversky in 
the January issue? ), or by the practical usefulness of its 
many shorter articles and departments. 


In fact, it admirably combines the purposefulness of a 
good business paper with the intense reader interest of a 


service magazine. 


Circulation-wise it is smack in the midst of war activity 
on the homefront ... with an overwhelming number of its 
million readers in key war jobs in business and industry. 


Yes, the men who are the big earners today. 


Cost-consciously (and this is particularly important) no 
hook is better-built for war budgets. At $1.23 per page 
per thousand, a full page schedule for a full 12 months 
PopULAR SCIENCE costs but a few dollars more than a 


single page, one time, in most mass magazines. 
And there's an “extra” 


For nowhere, we say unreservedly, is there so logical a 
vehicle as POPULAR SCIENCE to promote new ideas, to 
picture new horizons... and nowhere, certainly, an audi- 
ence so alert to buy (and to sell friends) tubeless tires, 
cars with sealed-in cooling systems, plastic-equipped 


kitchens, and all the new products of tomorrow. 


P.S.—Put Poputan Science on that 1943 list! 


The News-Picture Magazine 


of Science & Industry... 


Any GREMLIN with an ounce of good sense, 
whether he rides an airplane or raids an ad- 
vertising list, knows when to savy “Mamma!” 
In fact, the one sure way to give these pesky 
little bums the permanent brush-off is to build 
your 1943 list around books closely geared to 
the war effort. Yes, like Poputar Science! 
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Ties Oil Change 
Appeals to Gas 
Ration Periods 


(Picture on Page 1) 


New York, Dec. 23.—Starting next 
month, an expanded list of news- 
papers probably will carry the new 
copy of Shell Oil Company urging 
motorists to use the expiration dates 
of their gasoline ration coupons as 
a reminder to change their motor 
oil every 60 days. 

The appeal was tested just prior 
to termination of the second gas ra- 
tioning period with two 1,500-line 
advertisements in Jacksonville, Fla., 
and Atlanta. The initial advertise- 
ment was headlined, “Your gasoline 
ration book tells you when to 
change your oil,” and was followed 
up with this headline, “Tomorrow 
is the last day to use your No. 2 
gasoline ration coupons.” 

If present plans are followed, the 


basis. Two other Shell dealer war- 


time services, Shellubrication wna F Tequency Shift 
ago ga Service,” will also | top KFAB, WBBM, 


Newspaper advertising will be| 
camnasalk ue dealer iuseus hand- May Be Dropped 
out pieces and_ station displays. | Washington, D. C., Dec. 23.—The 
Radio SS ae _ tested, Federai Communications Commis- 
ae Tay walter "Sadieenen Goan sion today granted the Columbia 
handles the account. Broadcasting System, 

Stations WBBM, Chicago, and WBT, 

" Charlotte, N. C., and the KFAB 
Paramount Pictures Broadcasting Company, Lincoln, 
Takes Radio Time Neb., permission to withdraw with- 

To sponsor the opening of its new |Out prejudice their applications for 


picture, “Star Spangled Rhythm,”|a frequency shift, which would | 
at the Paramount Theater, New grant WBBM and KFAB each full | 


York, Paramount Pictures, Inc., has time operation. 


taken 15 minutes on six New York Both KFAB and WBBM now 
radio stations to present musical | ? 3 . a i] 
and dramatic excerpts from the | OPerate simultaneously on 780 kilo- 
movie. cycles, carrying the same program 

On Monday, Dec. 28, five stations,|through synchronized operation 


/WOR, WJZ, WHN, WNEW and | after dark. The plan to shift KFAB 


company will use similar advertise- | 


ments regularly toward the end of 
each ration period, in a number of 
cities yet to be selected. According 
to H. L. Curtis, Shell’s advertising 
and sales promotion manager, the 
series will cite a number of tech- 
nical reasons why motor oil should 
be changed regularly every 60 days 
instead of on the prewar mileage 


WMCA, will present the show \tg WBT’s 1110-kilocycle frequency, 
simultaneously at 10:45 p.m. Sta-| 1 
tion WABC will carry the program | 
Mg lt ie thee agency. |in their territories, has been tied up 


‘by litigation during the five years 


Rep. Eliot Joins OWI 


Rep. Thomas H. Eliot of Massa-| Shortage of steel and other mate- 
chusetts has been named chief of 


at A tc rials necessary to build directional 
the British division, London bureau, |''" hee . an ; ; 
Office of War Information, and will | *°WeTs. for KFAB, protecting Wet 
report for duty shortly after his from interference, would prev ent 
term in Congress expires on Jan. 2. completion of the move until after 
1942. the war. 


the Havana treaty. 


AWIK KWH 


As you were, gentlemen... 


is concerned, there is no time to let your com- 


where advertising 


pany halt. Sound sales strategy calls for an 


all-out offensive in this wealthier-than-ever Mid- 
western sector. In mapping your attack and 
choosing your task force, remember that KMBC 
is “9 Ways the Winner” hereabouts. In this area, 
it's the only basic station of CBS—by surveys, 


Kansas City’s favorite network. KMBC is first in 


public service—well ahead in production and 


program promotion. KMBC leads in Kansas City 
. 

listeners more often than any other station—and 

carries a larger volume of national spot business 


than any of its competitors. If you want your 


sales to go over the top instead of A.W.O.L.— 


just give KMBC a command. We'll lay down a 
barrage of promotion behind which you can 


advance straight to your objective. 


AMDB 


OF KANSAS CITY 


FREE & PETERS, INC 


1aNO10) Si 9 
13JNOAYS SI @ 
¥VLNOW SI W 

WDYSdYNX SI 


SHUIMSNYV BHI 


CBS BASIC NETWORK 


owner of 


which would permit botn stations to | 
Muchanen & Co.. give greater local service full time | 


|since it was proposed as a part of | 


VICTORY FUND DRIVE ASSISTED 


tr 


Make your idle dollars 


a ae ny See ee 8 


~ 
we see cores sy INLAND STEEL COMPANY oi sree ames mee atl 


ag * 


Private companies put their shoulders to the wheel last week with advertising de- 
signed to boost the total for the already-successful December Vicory Fund drive, 
| which sought $9,000,000,000 for the month. These full pages in newspapers are 
typical of the industry support. 


Clear Channel 
Group Contests 


} 
| 


Victory F und 
Drive Becomes 
‘Smashing Success 


Washington, D. C., Dec. 23.— 
G f t WNYC Daniel W. Bell, Under Secretary of 
ran 0 the Treasury, announced today that 
the nine - billion - dollar Decembe: 
__ Washington, D. C., Dec. 23.— Victory Fund drive had been over- 
Fifteen of the nation’s clear chan- | subscribed by $2,200,000,000—break- 
nel broadcasting stations promised | jng all Treasury financing records 
a showdown fight this week over) jn history. ; 
the Federal Communications Com- The campaign was carried on by 
mission’s right to suspend existing | volunteer workers from _ banking, 
rules and reverse itself through the security, insurance and other fields. 
wartime guise of “special service supported by paid newspaper adver- 
authorizations,” by asking the com- | tising sponsored by groups of banks. 
mission either to deny or designate | tn addition, the Federal Reserve 
_for hearing its recent grant of eve-| Banks used newspaper advertising 
/ning operation to Station WNYC,|as a kick-off preceding the efforts 
New York. of the individual banks. 
A stake in the case, according to Largest previous flotation was the 
the petition filed for the clear chan- ceyen-billion-dollar Fourth Liberty 
nel stations by Louis G. Caldwell, Loan of 1918. 
| Washington attorney, is the main- — 
_tenance during wartime and future | : 
improvement of day and _ night Carter Adds 2 Stations 
broadcast service to rural areas for Fidler Program 
reached only through the 50,000-| Beginning Jan. 5, Jimmy Fidler’s 
| watt stations. “Hollywood Reporter” program will 
Quoting the language of the) be transcribed and rebroadcast over 
FCC’s original denial of Mayor ee _— Boston, and WOR, 
LaGuardia’s petition for evenin Cw  SOrk. . 
operation of New York's Mtr. Fidler, sponsored uy Carter ——_ 
aks ‘ , ucts for Arrid, is heard over the 
station on Oct. 20, the bill held that Biue Network Sunday night, 9:30 
the FCC's “special service grant” | to 9:45 EWT. Small & Seiffer, Inc., 
to WNYC had been made in direct | New York, directs the account. 
Violation of the commission’s rules, 
its findings of fact in the Oct. 20 
decision, and the Communications 
Act of 1934. 


Validity Questioned 


The bill further pointed out that 
if the Communications Act, which 
established the present FCC, does 


Fistere Named Director 


John Fistere has joined Station 
/'WNEW, New York, as sales pro- 
motion director. Mr. Fistere was 
formerly copy chief of the sales 
promotion division at Columbia 
, Broadcasting System, New York. 


permit such a grant, the act itself 


is in violation of Article III of the 
Constitution, as well as the fifth 
amendment. 

The petition thus placed the 
FCC’s chairman and membership in 
the embarrassing spot where they 
must either designate the WNYC 
case for hearing and arouse attacks 
from Mayor LaGuardia, or face a 
Supreme Court test of their pow- 
ers. Mayor LaGuardia had, himself, 
promised to furnish a court test by 
ordering the station to broadcast 
during evening hours without FCC 
authority if none was forthcoming. 

Parties to the suit were the Clear 
Channel Broadcasting Service and 
its 15 constituent 50,000-watt sta- 
tions: KFI, Los Angeles: WSM., 
| Nashville; WLW, Cincinnati; WGN, 
Chicago; WSB, Atlanta; WJR, De- 
troit; WBAP, Fort Worth: WFAA, 
Dallas; WWL, New Orleans: WLS, 
Chicago; KDKA, Pittsburgh: WHO, 
Des Moines; WHAM, Rochester. 
N. Y., and WOAIT, San Antonio. 

CBS last week filed a brief ask- 
ing the commission for permission 
to intervene on behalf of station J] listing of 25,000 business paper ad- 
WCCO, Minneapolis, the clear chan- | vertisers . . . And you know a lot 
nel station whose service will be | mere about how to meet competi- 
curtailed by the WNYC grant. tion than you did before. 


“BRADS” by VERN 
CLAD 


T can tell you 

Who... When 
. Where... 

How Much! 


VERNON H. VANDIVER, JR. 


ALL you need to know is the names 
of your competitors (or your clients’ 
competitors. ) 


THEN you just grab the Brad-Vern 
Report Books for “41 and “#2... 
Run down the handy alphabetical 


GET your Report Books now. Send 
$25.00 for both books, $12.50 for 
one, to: The BRAD-VERN Com- 
pany, 135-21 Union Turnpike, Flush- 
ing, N. Y. 


NAIL THE FACTS WITH BRAD-VERN 


Johnston Promoted 


Robert H. Johnston, circulation 
manager and assistant general man- 
ager, has been named manager of 
the Industrial Supplement of Ameri- 
can Exporter, New York. 
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This Contest ls Open to You! 


If you are a business paper advertiser, or an agency handling business paper 
advertising, you are urged to send your entry now for the national competition 
for the best all-’round business paper advertising of 1942, to the Contest Secre- 
tary. Entries will be received until January 31, 1943, and announcement of 
the award will be made early in March. Read the description of the competi- 
tion and prepare your material now! 


A (COMPETITION 


f 
t P ‘ 
: for the Best All--Round Use of Business Paper 
Advertising in 1942 
, +: 
’ . ; “ — ) = a ‘ . . 
for an Award to be Made by the Chicago Business Papers Association 
c | 
e 
The following rules will govern the award for the best 
allrvround use of business paper advertising for 1942: 

J, ‘Whe detinition of the award is that it is publishers. In all cases, however, the en- 
1 to be given annually to the advertiser who — try must be accompanied by a statement of 
J in the opinion of the jury of awards makes — the advertising objectives, an explanation 
: the best use of business paper advertising, of the program of business paper advertis- 
. through adequate use of space, effective ing, and supporting evidence of results. 
0 copy and illustrations and proper integra- 
ss tion with sales and sales encacaee 4, ‘The jury of awards will be made up ot 

able the advertising objective to be reached. leading advertisers and agencies, especially 

oe qualitied by knowledge and experience to 

2, Entries for the award, based on adver- Messy, 
7 5 ‘ pass on the merits of advertising campaigns 
a tising in the calendar year 1942, must be - dey 
iS 4 ‘ : eis in the business paper field. In addition to 
; submitted not later than January 31, 1943. ; 
> ; ie . ‘ > the major award, honorable mentions may 
a It is expected that a decision of the jury of 


awards will be made by February 20, 1943, 
and that the formal announcement and 
presentation of the award will be made 


early in March, 1943. 


3, Entries may be submitted by advertis- 


ers direct, their advertising agencies or by 


Contest closes January 31, 19423 


lddress entries to: Contest Secretary, Chicago Business Papers Association, 


I0Oo E. Ohio Street, Chi a20, T/1. 


be given by the jury. 


5. The award is to consist of an original 
design created by an artist of standing. It 
will be executed in plastic or other non- 
critical material, and will) possess beauty 
and intrinsic value. 


Send 


your entry with accompanying explanatory statement to: 


Contest Secretary 


Chicago Business Papers Association 


100 E. Ohio St., Chicago 
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Distribution 
System Faces New 
Curtailment in ‘43 


Washington, D. C., Dec. 23.— 
Donald M. Nelson, chairman of the 
War Production Board, this week 
predicted that further “fat” would 
be pared from our distribution sys- 
tem during 1943. 

Pointing to the need for maxi- 
mum utilization of transportation 
and other facilities in the prosecu- 
tion of the war, in a letter to Chair- 
man Murray of the Senate small 
business committee, Mr. Nelson pre- 
dicted that cross-hauling would 
have to be eliminated; delivery, dis- 
tances and frequency of purchase 


minimized; services and frills cur- 
tailed; and the number of retail 
outlets reduced. 

Asserting that the nation must 


face the fact that the entire lines of 


some distributors will be elimi- 
nated, the WPB chairman said: 
“These facts suggest that the) 
amount of merchandise to be dis- 


tributed cannot possibly support a 
distribution system as large or as 
varied as that which we now have. 

“This means the elimination of 
many stores and poses grave prob- 


lems as to whether such elimination 
should take place throughout the 
natural operations of the competi- 
tive system or whether varying de- 


grees of governmental guidance 
should be undertaken in connection 
with the preservation of units 
necessary to place products into 


consumers hands.” 

Indicating that war migration 
would result in still further changes 
in population centers, and that war 
transportation demands might cause 
temporary breakdowns, Mr. Nelson 
suggested the need for large inven- 
tories near consumers at all times. 


Names Parker-Allston 
Raymond T. Sweeney, 
States manager of 
surance Company, 
Parker - Allston Associates, New 
York, to handle advertising for 
Caledonian Insurance Company, 
Caledonian American Insurance 
Company and Netherlands Insur- 

ance Company. 


United 
Caledonian In- 
has appointed 


Anderson Made Treasurer 


John L. Anderson, treasurer of 


McCann-Erickson, New Y has 
been elected treasurer of tl meri- 
can Association of A rtising 
Agencies. He replaces FE. Dewitt 


Hill, now a captain in the Army air 
forces. 


Co-op’s Promotion 
Aim: Lay Plans 
to Lay More Eggs — 


Seattle, Dec. 23.—In newspapers 


French's Urges 
Canary Breeders 


anna caekeee “eee “e £0 Increase Output 


Poultry Association will spur the 
battle of the henhouse, utilizing ad- 
vertising for the dual purposes of 
informing the public about the 
farmer’s contribution to the war, 
and of providing a morale and pro- 
duction builder among the men and 
women on the farm. 
Seek 20% Increase 

Coming at a season when poultry- 
men and other food producers are 
laying plans for more egg laying 
during the year, the campaign advo- 
cates a goal of at least a 20% in- 


crease in individual farm produc- 
tion. 
The co-op, which boasts some 


30,000 members, is tying in its pro- 
motion with many civic groups, in- 
cluding rural high schools and the 
state PTA. 

“It takes a pitchfork behind every 
bayonet!” is the rallying cry of the| 
production campaign. Pacific Na- | 
tional Advertising Agency handles | 
the account. 


Jaen 


Your Best Bet in Houston is THE CHRONICLE 


In Houston, women turn to The Chronicle first . . . and in many instances, ex- 
clusively .. . for shopping information of all kinds. 
They do this because The Chronicle gives them preponderantly more store 
news about those things for their homes . . . those things they wear . . . those 
things they use for charm and beauty. 
This is the magnet that draws Houston women to The Chronicle . . . and guar- 
antees an attentive audience for any message you may hove for them. 


The Chronicle has been giving Houston women 
far more shopping information than 
newspaper 


and men, too 
any other Houston 
years 

During the first 
The Chronicle published 62.4 
more than the third 
Records. } 


10 months of 


ing than the second Houston newspaper, and 167.0: 
Houston 


for 30 consecutive 


1942. for instance, 
more Total Advertis- 


newspaper (Media 


THE HOUSTON CHRONICLE — 


“IN CIRCULATION AND ADVERTISING FOR THE 30TH 
; RST IN CIRCULATCONSECUTIVE YEAR Reale: 


{York, as 


New York, Dec. 24.—While the 
halted importation of 500,000 yel- 
low canaries a year may appear to 
be a minor casualty in the face of 
three gallons of gas per week and 
one toothpick to a customer, it has 
been the basis of an all-out news- 
paper, radio and magazine cam- 
paign by the R. T. French Company, | 
Rochester, maker of French’s bird 
seed and biscuit, bird gravel and 
pet supplies. 

During the past 12 months,)| 
French’s has been struggling with | 
a plan to free this country from | 
dependence on imports for its sup- 
ply of feathered song-slingers. The 
current campaign strongly plays up) 
canary ownership, thus encouraging 
American breeders by helping build 
up a market for their birds, and in- 
cidentally expanding the market | 
fo. French’s products. 

Beginning with test campaigns in 
Philadelphia and Detroit news- 
papers, the company ran 240-line | 
copy, with an additional and ad-| 
joining 70-line advertisement list- 
ing the names of local canary 
breeders, on a weekly basis over 
a period of several months. 


Breeders Registered 


Prior to publication of these in- 
sertions, a representative of} 
French’s called on local breeders 
and explained the purpose of the 
campaign. He also inspected breed- 
ing facilities of each aviary, and 
checked availability of canaries for 
sale. Breeders who met the re- 
quirements were given registered 
numbers and certificates as “ac- 
credited breeders,” whereupon their 
names and addresses were men- 
tioned in French’s advertising. 

Meetings of community 
clubs in the test cities 
attended by a company 
where the promotional 
fully outlined. It was emphasized 
that French’s would bear the en- 
tire brunt of advertising expenses. 

Proofs of all newspaper adver- 
tisements, with a schedule of the 
insertion dates, were mailed in ad- 
vance to the listed canary breeders, 
and when these insertions coin- 
cided with dates of local canary 
shows, the public was invited to 
attend. Newspaper promotion was 
featured in full-page space in three 
national canary journals, aimed at 


bird 
also were 

delegate 
plan was 


both commercial breeders and 
canary club fanciers. 
Shaping its drive in the New 


York City market along somewhat 
different lines, but still adhering to 
the theme of promoting sales for 
canary breeders, the company is 
sponsoring three 15-minute broad- 
casts a week, featuring Martin 
Block during his “Make Believe 
Ballroom” morning program, over 
Station WNEW. Script for these 
shows follows the same _ theme 
stressed in the newspaper copy. 

Four-color and black-and-white 
insertions with photographs of 
Hollywood motion picture stars who 
prize canaries as pets, and human 
interest testimonials, are being fea- 
tured each month in an extensive 
list of national magazines. 

Richard A. Foley Advertising 
Agency, Philadelphia, handles the, 
account. 


Higgins to Wesley 


Alfred K. Higgins, formerly head 
of his own agency in New York, 
has joined Wesley Associates, New 
account executive. He 
brings to Wesley the account of Bet- 
ter Vision Institute which he will! 
continue to direct. 


John D. Pearce 
Killed in Action 

Charles T. Pearce, president of A. 
McKim Ltd., Toronto, has received 
word through the International Red 
Cross, Berlin, that his son, Lt. John 
D. Pearce, Royal Regiment of Can- | 
ada, was killed in action at Dieppe 
on Aug. 19. 

Lt. Pearce was intelligence officer 
of the regiment. 


A 'LIVING GIFT’ 


Someone at home has 

Earned her 
Wings ! 

ay 


Give hr A CANARY 
the only pet that sings! 


Why postpone, by even a single day, the award that 
Mother has so richly earned. your appreciation of her 
lite-long sacrifice and unselfish love ¢ 

She yearns tor some simple token of your ever 


losing thought something that will bring comfort 


ad cheer when “my boy’ ts away trom home What 

finer remembrance Can pow sone 1 Mother than a happy 
singing Canary A lity git A joytul Companion 
whose uplifting song will speak to her every day 


4 pet that gives so much and asks so little 


SUT MOTHER & CANARY TODAY VISIT ANT CANARY BREEDER LISTED 1 ADJOINING COLUMN. 


The RT French Company, Rochester, N Y 


A wartime appeal is worked into news- 

paper advertising of French's bird sup- 

plies, and an adjoining column lists do- 
mestic breeders of the home pets. 


WLB Hits Strike 
of N. Y. Drivers, 
But Grants Raise 


Washington, D. C., Dec. 24.—The 
War Labor Board today awarded 
3,000 New York newspaper delivery 
employees a wage increase of $5 
weekly, retroactive to July 1. 

The WLB approved the interim 
order of the arbitration board that 
heard the dispute between the news- 
papers and Mail Deliverers’ Union, 
Independent, and the Publishers 
Association of New York City. 


Blasts Strike Action 


In approving the award the WLB 
said, “We expressly condemn the 
action of the union in calling a 
strike in clear violation of the na- 
tional policy to eliminate the use of 
economic force in the settlement of 
labor disputes for the duration of 
the war.” 

The increase was recommended 
after the board found “that wages 
paid for comparable trucking jobs 
are higher than the new rates for 
the newspaper drivers will be.” 


Partner in Kleppner 


. owes Bruno W. Ran- 
y ™ 8.) dolph, formerly 
: * vice-president of 
‘ J. Stirling Getch- 
ell, Inc., New 
York, which is 
slated for Febru- 


ary dissolution, 
has become 
a partner in the 
Kleppner Com- 
pany, New York. 
Mr. Randolph 
was at one time 


head of the cen- 
tral European 
offices of McCann-Erickson. 


Bruno Randolph 


Nelson Named Agency 

Barrett and Hilp, general con- 
tractor, San Francisco, has appointed 
A. E. Nelson Company, San Fran- 
cisco, as its agency to handle all 
advertising and _ public relations 
activities 


"No Burton Browne 
client has a 

competitor with 

better advertising” 


BURTON (ed) sRownE 
ADVERTISING 


150 EAST SUPERIOR STREET 
CHICAGO: DEL. 3800 
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American Viscose 
Denies Charge of 
Misrepresentation 


Miles Laboratories 
Takes FTC Case Into 


Washington Court 


Washington, D. C., Dec. 23.—As- 
serting that responsibility for qual- 
ity control, testing, and labeling 
has gone hand in hand with its 
promotion of the name “rayon” dur- 
ing the last dozen years, the Amer- 
ican Viscose Corporation, New 
York, has denied any misrepresen- 
tation in its answer to a Federal 
Trade Commission complaint. 

The FTC alleged that American 
Viscose, in authorizing textile man- 
ufacturers and converters to use its 
“Crown Tested” labels on products 
made from its rayon yarn, falsely 
represented that the products met 
certain consumer standards and 
had been tested and approved by 
an independent laboratory to com- 
ply with certain fixed and definite 
standards. 

The answer, which recited the 
history of the rayon industry from 
its inception in 1910 until the de- 
mise of the Rayon Institute in 1930, 
held that American Viscose had 
been active in establishing the 
word, “rayon,” and the product in 
the clothing trade. 

In 1930, according to the answer, 
the company undertook alone to es- 
tablish a plan for quality control, 
testing and labeling, known as the 
“Crown Quality Control Plan.” 

Specifications in this plan have 
been subject to improvement when 
possible and practical, the answer 
continues, and fabric qualities thus 
developed and determined by tests 
have been identified and repre- 
sented to the public as “Crown 
Tested” in advertising, tags, and 
labels which it furnished. 

As the largest producer of rayon 
yarn and staple fiber, American 
Viscose has, the answer contends, 
accepted the _ responsibility for 
learning everything possible of con- 
sumer requirements and establish- 
ing standards on a broad and con- 
structive basis. The “Crown Tested 
Plan,” the corporation claims, has 
been a unique instrument for public 
good. 


SEEKS INJUNCTION 
AGAINST FTC MOVE 


Washington, D. C., Dec. 23.—At- 
torneys for the Federal Trade Com- 
mission this week were preparing 
an answer defending FTC’s assump- 
tion of authority over the labeling 
of medicinal preparations as the 
result of a surprise injunction suit 
filed by Miles Laboratories, Elkhart, 
Ind., in the United States district 
court here. 

Resulting from an FTC letter ask- 


(Advertisement) 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


sur highly perfected technique 
brings you an art-copy color print 
hat fully reproduces Kodachrome 
n paper. We retain the lifelike, 
ich quality of your film transpar- 
ency. We can enlarge, reduce or 
print same-size. 

This print we call a Chromart. 
You can display it, retouch, air- 
brush, paste into artwork. It is 
magnificent copy for plate-making. 
Priced from $38. Investigate this 
rint! 


PHOTOCHROME LABORATORY 
837 N. Fairfax Hollywood 
Overnight by Plane 


ing Miles to modify labels and ad- 
vertising for Nervine tablets and 
anti-pain pills as part of the com- 
mission’s drive against the makers 
of headache remedies, the 


‘Heads Sales Managers 


com- | Francisco 


_H. J. Guehring, a Bob Hope Captures 
United Bakeries, San Francisco, has| Lead in National 


Sales Managers 


Club. : 
plaint contested the power of the|F, J. Enos, Atlantis Sales Corpora- H ooper Ratings 


FTC to require any warnings on 
labels beyond those required under 
the Food, Drug and Cosmetic Act 
of 1938. The court was asked to 
restrain the FTC from filing a com- 
plaint against Miles Laboratories, 
which also distributes Alka-Seltzer. 

Cases involving the makers of 
five other headache remedies are 
now before the FTC. 


Rankin Joins Philipp 

W. J. Rankin has joined Philipp 
Lithographing Company, Milwau- 
kee, as its Chicago representative. 


tion, was elected first vice-presi-| New 
dent; Roy Feuchter, Sperry Flour 
Company, second vice - president; 
and J. W. Geiger, Kraft Cheese 


York, Dec. 22.—National 
evening ratings of radio listening 
by C. E. Hooper, Inc., for the period 
ending Dec. 15, showed Bob Hope 


Company, secretary-treasurer. in first place, Charlie McCarthy 
second and Fibber McGee and 


Scully Changes Name 'Molly third. 


Scully Steel Products Company,| The complete list for the first 15 
Chicago, U. S. Steel Corporation | programs of Dec. 15 includes: 
subsidiary, has changed its name to Bob Hope; Charlie McCarthy; 


United States Steel Supply Com-|,. ’ “a F 
pany, effective Jan. 1, in order to Fibber McGee and Molly; Aldrich 


: , |Family; Jack Benny; Radio Theater; 
identify the supply company more . , ‘ 
closely with other subsidiaries of | Frank Morgan-Fanny Brice; Screen 
U. S. Steel. No change will be made bnnang Players; Jergens Journal; 
in the management of the business.|Bing Crosby; Eddie Cantor; Mr. 


District Attorney; Kay Kyser; Rudy 
Vallee; Bandwagon. 

Red Skeiton is not shown in this 
list as his program is not measured 
in the eastern time zone. 


Baird to Rambeau 


William G. Rambeau Company has 
appointed Dana F. Baird as man- 
ager of its New York office. Mr. 
Baird formerly was associated with 
Station WORL, handling sales in 
Chicago and New York. 


McNicol Named Manager 


Robert McNicol, formerly with 
Eastman Advertising Agency and in 
the Vancouver office of Stewart-Mc- 
Intosh, has been appointed manager 
of the Calgary office of Stewart- 
McIntosh. 


The facts 


THE 


ADVERTISING 


RESEA 


FOUNDATION* — 
STUDY No. 53 


"Eage : 


SYRACUSE Herald-Journal! 


NEW YORK 


. 


RCH — 


SYRACUSE, 


Study No. 53 of the Continuing Study of Newspaper Reading, just released, 
reveals astonishing strength in both news and advertising readership of the 
Syracuse Herald-Journal. 


®@ A single page advertisement turned in the second highest 


readership on record. 


@ A half page advertisement showed the highest readership 


by men. 


A definite increase is noted in the readership of Food 


advertisements. 


men and women. 


Five separate sports features were outstanding in 
attention. 


= 
@ Local reporting of war news won exceptional attention from 
e 


Sworn A.B.C. Publisher’s Statement of the Syracuse Herald-Journal, 
for the 6 months period ended September 30, 1942—105,244. 


Total families in the Syracuse trading area—119,235. 


In short, the Syracuse Herald-Journal, not only gives you intensive readership 
of every advertisement, but it carries those advertisements into nearly every home 
in the entire Syracuse trading zone. 


* Sponsored by American Association of Advertising Agencies 


and the Association of National Advertisers, Inc. 


(EVENING) 


revealed in Study No. 53 speak for themselves as to the degree of 
attention which each individual reader will give to your advertising in the Syracuse 
Herald-Journal. But equally important is the number of readers who will see your 
advertising in the Syracuse Herald-Journal—and the ratio of that number to the 
total number of consumers in the Syracuse trading area. 


reader 


. 


SYRACUSE HERALD-AMERICAN ( 
NTATIVES—PAUL BLOCK A N D ASSOCIATE 
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checking accounts, in much the, consumer use of various abundant | CIVILIAN TRAVEL—AND A WAR JOB 


‘Ration Points’ 
Likely to Provide 


System Is to Start 
with Meat Supplies 
Next Month 


By HAL BURNETT 


Washington, D. C., Dec. 22.—Re- 
tail advertisers in the United States 
will quote their 1943 bargains in a 
new unit of value, “ration points,” 
if British experience is any guide. 

Only 13 months after the British 
Ministry of Food introduced the 
points rationing system in a wide 
variety of foods, the Office of Price 
Administration will in January in- 
itiate a similar plan with the ration- 
ing of meat in this country. 

When the meat rationing begins 
with the distribution of War Ration 
Book Two, an entirely new system 
of currency will be superimposed on 
our business system—currency that 
will flow across the counters and be 
deposited by retailers in bank 


;meat will weigh their 


Retail Copy Themes. 


same manner as cash. 
Weigh Coupon “Values” 


And housewives who have hither- 
to paid closest attention to the rela- 
tive cash value of different cuts of 
purchases in 
terms of the little, square coupons 
in one, two, five, and eight-point 
denominations that will fill several 
pages of the ration book. 

Beginning with meat, 
working in collaboration 
nation’s new food administrator, 
Secretary of Agriculture Claude 
Wickard, will gradually extend the 
points-rationing system to most of 
the scarce groups of foods. Later, 
perhaps, as Britain has done, the 
system will be extended to clothing. 

Low point-values will be assigned 
to the more plentiful commodities; 
high values to the scarcer ones. 

In meat, for example, low-point 
values will probably be assigned to 
the cheaper cuts, which the meat 
packers and the American Meat In- 
stitute have attempted to popularize 
through their advertising for sev- 
eral years, while the highest values 
will be assigned to the popular sir- 


the OPA, 
with the 


|loins and tenderloins and bacon. 


Increase Consumer Use 


By juggling these point values, 


culture will be able to stimulate 


| hand, 
|}and point values were advanced to 
OPA and the Department of Agri- | 


substitutes for scarce foods almost 
at will. 

As an example, OPA has chosen 
cereals, which will not be rationed. 


Cornflakes might be worth one 
point; wheatflakes, two; oatmeal, 
four; grits, eight; branflakes, 11. De- 


mand will naturally rise for wheat- 
flakes, fall for bran. Should bran 
stocks build up, the point 
would be lowered, and point-wise 
shoppers would again shift their 
preferences. 


In Britain most canned meats and | 


fish were assigned 16 points per 


pound during the first ration period | 


in December, 1941. 


Almost overnight the Ministry of 


Food discovered that the public was 
not buying much of such canned 
pork sausage meats as Spam, Treet 
and Prem, imported under lend- 
lease. Within two weeks the value 
of these products was dropped to 


value | 
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eight points per pound. Then when | 


they become popular, the 
value was raised to 12 in March, 
and reduced again to six in June. 


Varies Greatly 


Canned tongue and Australian 
minced meat loaf, on the 
was swept from the shelves, 


24 points per pound in March, when 
the Japs severed the Singapore life- 


Any schoolboy or housewife 


// 


or farmer 


or businessman 


Or 


wat production worker in North- 


ern California 


will tell 


you 


that KPO 1s the number 1 station. 
They all like KPO's top-flight 


programs. But 


advertisers are 


more impressed with our market 


COVCrage 


ability to produce results. 


our low cost per- 


listener Oy and, mostly in KPO's 
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National defense and rearmament figure heavily in United Air Lines’ 1,500 line 


advertisement at the left, which appeared in key newspapers along its route in 


prewar days. 


Civilian travel was still cultivated. Compare this with the institu- 


tional copy at the right, which expresses the part airlines are playing in the war 


program. 


United's institutional magazine advertising currently is discussing the 
“Age of Flight'—postwar expansion of air transportation. 


line, and upped to 32 points in May. 

Grade 3 salmon, on the other 
|hand, had violent swings in value, 
| starting at 16 points, advancing to 
| 24, then dropping to 16 and eight 


points as larger stocks became 
available. 
Canned beans, baked in gravy, 


starting with a 
points per 
two points 
June. 

The British points-rationing sys- 
tem has met general approval of 
consumers, according to the Min- 
istry of Food, and has been easily 
understandable. No small part in 
the success of the British rationing 
system has been the government’s 
use of paid newspaper space for 
weekly “points news.” 

The two-column Ministry of Food 
,advertisements, for example, hail 
the arrival of more dried eggs, new 
kinds of fish, or household milk. 


U. S. Officials Favor 


Several highly-placed OPA ob- 
servers, recently back from the 
United Kingdom, have become ad- 
vocates of paid advertising by the 
price administration as a means of 


point value of 4 
pound, was lowered by 
in March, and one in 


stating food rationing and price) 
control rules to the consumer} 
simply, regularly, and officially. 


In Britain point-values are estab- | 


lished by the Ministry. One plan 
under consideration by OPA would 
permit each retailer to set his own, 
letting supply and demand correct 
his wholesale purchase. Confusion 
among retailers and consumers will 
probably prevent adoption of this 
system, which would correct many 
local overstocks and shortages. 


Advertising Solicitor 
|Draws Sentence for Fraud 


Jacob Bruck, advertising solicitor 


for The Salute, a Canadian military 
journal, was sentenced to. six 
months’ imprisonment and a $500 


fine for defrauding advertisers in 
the United States and Canada in the 
Montreal Court of Appeal Dec. 10. 
The solicitor was charged with 
representing The Salute, also known 
as the Canadian Militia Journal, as 
an official organ and claiming that 
money raised through it was to be 
used for the benefit of the troops. 


Uses Solidarity Theme 
Hemispheric solidarity is the 
theme of the 1943 calendar of C. F. 
Pease Company, Chicago maker of 
blueprinting and direct process 
equipment. Six pages of the calen- 
dar feature portraits of girls in Pan- 
American costumes. W. W. Broth- 
ers, the company’s advertising 
manager, handled the production. 


Advances Benedict 

| O. W. Benedict, vice-president 
j}and manager of Norwich Pharm- 
acal Company’s sales division, has 
been appointed manager of the 
company’s vitamin division, to di- 
rect sales and promotional activi- 
ties for Norwich vitamin products, 
and to coordinate the sales effort 
with scientific and research activi- 
ties of the Norwich biological 
laboratories. 


| Bucy, 


Paint Industry > 
Told to Expect 
Curtailment 


Detroit, Dec. 22.—With increasing 
demands for wartime materials, 
labor and transportation, the gov- 
ernment may be forced to institute 
some curtailment of the paint, var- 
nish and lacquer industry, E. H, 
WBP section chief, recently 
warned the Detroit segment of the 
industry. 

Mr. Bucy, who heads the protec- 
tive coating and material section of 
the WPB, spoke before a joint ses- 
sion of the Detroit Paint, Varnish 
and Lacquer Association and the 
Detroit Paint Production Club. 

He assured members of the indus- 
try that they will be given the 


opportunity to help determine what 
course of action to pursue, should 
curtailment be necessary. Mean- 
|while, he added, the industry will 
be expected voluntarily to do all it 
can to eliminate unnecessary cross- 
hauling of both raw materials and 
|finished products. He did not indi- 
ieate the form or forms anticipated 
curtailment might take. 


Bennett Heads Office 


Walter V. Bennett has_ been 
|/named manager of the Philadelphia 
| office of United States News. How- 
ard Oman, formerly with Gilman, 
| Nicoll & Ruthman, newspaper rep- 
resentative, has joined the Phila- 
delphia sales staff. 


Fuller Named Director 


| Walter D. Fuller, president of 
| Curtis Publishing Company, has 
been elected a director of Fidelity- 
Phoenix Fire 
|New York. Also elected to the board 
was Frederick P. Small, president 
of the American Express Company 
and Wells Fargo Cuban-Mexican 
Corporation. 


Insurance Company, 
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ADVERTISING AGE 


Use Radio to Push 
Drug Industries’ 
War Bond Drive 


New York, Dec. 23.—The big guns 
of several radio programs will be 
trained on the American public in 
conjunction with the war bond 
campaign currently being sponsored 
by the Drug, Cosmetic and Allied 
Industries, according to Robert B. 
Brown, vice-chairman of the policy 
committee. 


The drive, which has been worked | 


manufacturers 
the 


the various 
and 


out by 


themselves approved by 


Treasury Department, provides for | 


a voluntary allocation of approxi- 
mately 5% of the companies’ adver- 
tising budgets. Until now, only 
regular schedules in magazines and 
newspapers have been employed. 

Beginning the steady use of radio 
with “Dr. I. Q.,” over NBC from 
9:30 to 10 p. m. tonight, the cam- 
paign also calls for vigorous bond 
sales promotion on Wednesday by 
“Just Plain Bill” over NBC from 
5:30 to 5:45 p. m., and “Second 
Husband” over CBS from 11:15 to 
11:30 a. m. 


Carrying the war bond message | 


on Thursday and Friday, to com- 
plete the first week of steady broad- 
casting are “Widder Brown,” “Helen 
Trent,” “Easy Aces,” and “Gang 
Busters.” Programs of other na- 
tional advertisers will be used regu- 
larly from that time on, averaging 
about five programs a week. Scripts 
and commercials for these shows 
are being written around the bond 
purchasing theme, although the in- 
herent characteristics of the differ- 
ent programs will be retained. 

Several spot announcements and 
local broadcasts will supplement the 
network schedules ranging from 15 
minutes to one-half hour. 


Cleworth to Publish 
‘Plastics Preview’ 


Plastics Preview, new monthly 
publication for the plastics indus- 
tries and plastics users, will appear 
early in 1943, published by Cleworth 
Publishing Company, New York. 
The publication will cover latest de- 
velopments in plastic materials, 
equipment and applications, as well 
as industrial literature of manufac- 
turers. 

C. Wm. Cleworth, the publisher, 
formerly was with McGraw-Hill 
Publishing Company in 
and New York, and during the past 
five years was vice-president of 
Electrical Publications, and also 
publishing director of Packaging 
Parade and Shears Magazine. Of- 
fices of the new publication will be 
at 101 Park Ave., New York. 


Gibson Buys ‘News’ 


Luther E. Gibson, publisher of 
the Chronicle and Times-Herald, 
Vallejo, Cal., has announced the 
purchase of the Vallejo Evening 
News. Robert Letts Jones, former 
owner of the Evening News, is now 
a second lieutenant in the Marine 
Corps. Gibson said the Evening 
News will be consolidated with the 
Chronicle, but will maintain its 
eparate identity. 


Skelton Leads in 
Pacific Coast Ratings 

November Hooper program rat- 
ings for the Pacific Coast show Red 
Skelton in the lead with Bob Hope 
jand Walter Winchell trailing in sec- 
ond and third places. 

The rest of the “top ten” evening 
and daytime programs on the Coast 
are, in order: Fibber McGee & 
Molly, Aldrich Family, Charlie Mc- 
Carthy, Frank Morgan-Fanny Brice, 
Radio Theater, Kay Kyser, Adven- 
tures of the Thin Man. 


Promotes Wicklum 

L. E. Wicklum has been named 
managing director of Frederick 
Stearns & Co. of Canada, Wind- 
jsor, Ont., pharmaceutical maker. He 
joined the company as advertising 
manager in 1930. 


Merge General 
Mills Feeds Under 
Larro Trade Name 


Minneapolis, Dec. 23.—All three 
of General Mills’ commercial “Farm- 
Tested’ feeds, Gold Medal, Larro 
and Sperry, have been consolidated 
under one brand name Larro 
“Farm-Tested” feeds—and will he 
distributed nationally under that 
name, ithe company said this week. 

This decision to nationalize Gen- 


eral Mills’ commercial feeds was 
described by company officers as 
‘one of the most important moves 


ver taken by General Mills.” Here- 
tofore, Gold Medal feeds have been 
istribuied throughout the centra! 


western states, Sperry feeds in the 
Pacific Coast states and Larro feeds 
in the eastern states. All three will 


now use one uniform Larro sack 
design and uniform descriptive 
names for the 20 or more “Farm- 


Tested” products which each of the 
three manufactures. 


One of the most important results 


‘Spiller Joins Federal 


of this nationalization of General 
Mills’ feeds is the streamlining of 
service to feeders which the unifi- 
cation of names makes possible. 
This service is the job of General 
Mills Larro research farm, Detroit, 
where “Farm-tested” feeds are de- 
veloped and proved and a dairy 
herd, hogs, chickens, turkeys, game 
birds, rabbits and dogs are used in 
year ‘round feeding tests. The liter- 
ature on the farm’s experiments, 


free to farmers, will be continued. 
First consumer copy announcing 
the change will be released next 
month in 16 farm, poultry and dairy 
papers. Two-color center spreads 
will be used, with two-color pages 
to follow in February and March. 


Clifford Spiller, formerly director 
of sales promotion and merchandis- 
ing for American Home, New York, 
has joined Federal Advertising 
Agency, New York, as an account 
executive. 


Tap Bush to Hicks 

Livingstone-Porter-Hicks, Detroit, 
has been appointed by the Ameri- 
can Tap Bush Company, to handle 
its advertising. 


Chicago | 


CLEVELAND 
ORCHESTRA 


Broadcasts 
A NEW SERIES OF WORLD-WIDE 
RADIO CONCERTS 


SATURDAYS 5 :o 6 RM. EW.T. 


OVER THE COLUMBIA BROADCASTING SYSTEM 
AND SHORT-WAVE AROUND THE WORLD 


SPONSORED BY RADIO STATION W-G-A-R CLEVELAND 


| 


| 


| 


An Invaluable Public Relations Medium ? 


What am I 
looking for 
asa 


National F 


Advertiser e 


| A Nation-Wide Sales Promotion Medium ? 
A Uniquely Effective Dealer Tie-in Medium? 
A Tried and Proved Consumer Medium? 


| You Will Find All These Combined in One Outstanding Daily Newspaper 


THE CHRISTIAN SCIENCE MONITOR 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Mass. 


NEW YORK OFFICE; 500 FIFTH AVENUE 


OTHER BRANCH OFFICES: Chicago, Detroit, 


Miami, St. Louis, Kansas City, San Francisco, 


Los Angeles, Seattle . . . London, Paris, Geneva, Sydney 
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Retailers Test 
Self-Serviceas 
Manpower Solution 


Plan Not Universally 
Workable, Department 
Stores Declare 


Chicago, Dec. 23.—Self-service, 
often advocated as a solution for 
retail stores whose employes have 
been called by the draft and the 
lure of war plants, is getting a trial 
during the Yuletide season by Wie- 
boldt’s, large Chicago department 
store chain. 

The experiment is now confined 
to two departments, toys and rec- 
ords, and the company has exploited 
its “Toyteria” extensively through 
advertising. “Serve yourself and 
take it with you, the patriotic 
American way at Wieboldt’s,” the 
copy urges. 


Cafeteria Plan in Effect 


Basically, the cafeteria system is 
in effect. Toys are grouped accord- 


ing to price and age of the children 


for whom they are purchased, and 
the customers select the toys and 
“pay as they leave.” 

In the record department, the 
records are arranged in open boxes 


on tables and the customers may 


select their own, listen to them if 
they like, and pay on the cafeteria 
basis. 

But Chicago’s State Street stores 
showed little inclination to get into 
the self-service swim. One of the 
members of the State Street Coun- 
cil, Chas. A. Stevens & Co., tested 
the system, found it seriously lack- 
ing. “Unless the situation becomes 
worse, much worse, self-service 
won’t be used,” a council official 
said. 

Called “Way Out” 


Self-service has been held by 
operating experts, including the 
Office of Price Administration, to be 
the way out for many a _ hard- 
pressed retailer. There are, of 
course, some lines — particularly 
those in the upper medium and high 
price levels—which do not lend 
themselves to self-service, but by 
and large, as manpower continues 
to shrink, stores are expected to lay 
increasing emphasis on self-selec- 
tion. On the other hand, many 
stores in this day of material priori- 
ties may not be able to obtain the 
necessary facilities to set up the 


turnstile, supermarket system of re- 
tail selection. 

Most retail men agree that any 
modification of the self-service plan 
must include these two items: (1) 
convenient assortment of displays to 
facilitate customer choice, and (2) 
informative signs and labeling to do 
the explaining customarily done by 
the sales person. 

Meantime, however, in food and 
apparel shops, and even in some 
specialty stores, retailers are experi- 
menting with self-service, some by 
converting departments of the store, 
others—having several stores, by 
setting up self-service in one or 
more of their branches to get a field 
test of the labor-saver’s application 
to their business. 


Sears Tests Idea 


In West Allis, Wis., a small town 
with booming war industries, the 
local Sears, Roebuck & Co. store is 
testing the self-service principle. 

New types of counters have been 
developed to suit the altered selling 
program. Small items will be put 
on low shelves near the floor, abol- 
ishing the former  undercounter 
stock, and a larger merchandise will 
be displayed on graded_ shelves 
above. 

According to J. R. Gorenflo, store 
manager, new classifications will be 
made in the stock. Men’s shirts, 


You'd never know 
the old place now! 


Air view of 

Henry J. Kaiser's 
Record-Breaking Oregon 
Shipbuilding Company's 
Yard..TWO YEARS AGO! 


Things have changed in Portlands Oregon! What 
was a mud flat on the river bawk 24 months ago, 
is today an Il-way shipyard ghat has already turn- 
ed out 116 Lsderty ships,But that’s not all that 
has changed in Portland. Basic industries such as 
lumber and manufacstring have expanded. New 
industries including shipbuilding, metals, hydro- 
electric power apd airplane parts have developed 
at breath-takgng speed. All this is typical of 
Portland’s péw tempo. Typical too, is Portland’s 
ever-increasing industrial payroll. It has increased 
four tigies what it was the past 24 months, and 


\ 


the population has increased almost 30%. All this 
.  mgans that in Portland, Oregon, advertisers will 


L\,aw . 
\ find a good market grown bigger and better. 


a 
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PORTLAND, OREGON 


for example, will be stacked accord- 
ing to size and price, and a cus- 
tomer looking for a size 15 shirt for 
$2 will find one pile of shirts of 
varying colors and materials. 


Policy Covers All Goods 


Practically all merchandise han- 
dled by the store, except kitchen 
stoves, refrigerators and goods of 
that kind, are being sold under the 
new self-service policy. After the 
customer has made her final selec- 
tion in any department, she takes 
the merchandise to a counter near 
the entrance where she pays for her 
purchase and a clerk wraps it. 

But self-service or no self-service, 
one of Chicago’s favorite Yule items 
went by the boards this year. Mar- 
shall Field & Co. abandoned its 
famous and_ colorful Christmas 
boxes for plain white, and pro- 
claimed in typically catchy copy 
that 1942 would be a “White Christ- 
mas.” 


OWI and Trades 
Launch Monthly 
Retail Ad Guide 


Washington, D. C., Dec. 22.— 
Retailers and retail trade associa- 
tion executives throughout the 
country received this week the first 
issue of a promotional calendar de- 
signed to help them gear their local 
advertising, displays, and promo- 
tions to the various campaigns de- 
veloped by the Office of War Infor- 
mation. 

In a 12-page tabloid guide, planned 
jointly by the OWI bureau of cam- 
paigns and the war campaigns com- 
mittee of the Central Committee of 
National Retail Associations, more 
than 80,000 key storekeepers were 
informed of the local tie-in aid they 
can give to such drives as fuel con- 
servation, conservation of household 
equipment, conservation of family 
apparel, conservation of automo- 
biles, household salvage, and war 
stamp sales. 

Copy, art, and layout suggestions 
were presented to retail advertis- 
ing men in rough form, so that the 
greatest degree of individuality 
might be followed in local efforts. 

Sets Time Schedule 


In addition to listing official gov- 
ernment posters available for point- 
of-sale display, the guide set a defi- 
nite time schedule for promotion of 
each campaign, so that only one 
major government information pro- 
gram will be emphasized in the na- 
tion’s retail stores at a time. 

Cooperating with OWI in the na- 
tionwide plan for “merchandising” 
the government’s war story to the 
public through advertising, display, 
publicity, and other means are the 
American Retail Federation, the Na- 


tional Retail Dry Goods Association, 


the National Association of Food 
Chains, the National Association of 


|Chain Drug Stores, the Victory Dis- 


play Committee, the Mail Order As- 
sociation of America, and the Lim- 
ited Price Variety Store Associa- 
tion. Individual representatives of 
major department stores also col- 
laborated with Ruth West, OWI re- 
tail consultant, in developing the 
plan. Copies of the January and 
future calendars may be obtained 
from the American Retail Federa- 
tion, 1627 K St., NW, Washington, 
oo. &. 


Peck Gets ‘Small Fry’ 


Peck Advertising Agency, New 


? Beaker 3 
Pt Whey tieauleel 


York, has been appointed to direct 
advertising for the “Small Fry” 
| fashions and other products in the 
children’s wear line manufactured 
| by G., H. & E. Freyberg, New York. 
Monthly insertions of full-color 
pages in business papers and Par- 
| ents’ Magazine are scheduled begin- 
ning with January issues. 


Opens Odorono Drive 

A new campaign for Odorono 
| cream deodorant has broken in 
Canadian dailies. The copy was 
|placed by J. Walter Thompson 
|Company, Montreal, on behalf of 
Northam Warren Ltd. 


Hails 25th Anniversary 

The Capital Times, Madison, Wis., 
daily, observed its 25th anniversary 
Dec. 13 with a special 48-page edi- 
tion. 


Kastor Promotes Green 


H. W. Kastor & Sons Advertising 
Company, Chicago, has appointed 
Benjamin J. Green as radio direc- 
tor, to replace Edward Aleshire, 
who has obtained a leave of ab- 
sence to join the American Red 
Cross foreign service. Mr. Green 
has been assistant manager of the 
radio department for the past four 
years. 


Kenkel Advanced 


Fred H. Kenkel, vice-president, 
has been elected to the board of di- 
rectors of C. E. Hooper, Inc., New 
York. Edythe F. Bull and Lois D. 
Bowen were named secretary and 
treasurer, respectively, of the or- 
ganization. 


To Kenyon & Eckhardt 


Dorathea Duncan has been named 
publicity director of Kenyon & Eck- 
hardt, New York, replacing Ruth 
Oviatt, who resigned to join the 
Waves. Miss Duncan was formerly 
a member of the publicity staff of 


for 


N. W. Ayer & Son, New York. 


Katz Takes WPB Post 


Benjamin S. Katz, president and 
treasurer of Gruen Watch Company, 
Cincinnati, has been granted leave 


the duration to accept a post 


with the War Production Board, but 
will retain his office as head of the 
company. 


Portland’s Favorite 
Two Years Ago.... 


.... AND TODAY! 


About the only thing that hasn't 
changed in Portland, Oregon, is 
the people's preference for The 
Journal... Portland's only after- 
noon newspaper. 


Old-timers and newcomers alike 
turn to it for “today’s news today” 
They turn to it for their favorite 
features, news analysts and comics. 


And they turn to its advertising 
columns for their needs. Advertis 
ers consistently find The Journal 
is productive because it is the only 
newspaper that thoroughly covers 
the rich Portland Area market. 


76% (112,129 families) of The 


Journal’s total daily circu- 
lation is concentrated in 
the Portland Area... Here 
The Journal lead is 20,450 
subscribers. 


THE PORTLAND AREA— 


Oregon’s Primary Market 


Here in one county, industria! 
payrolls have increased more than 
4 times what they were 24 months 
ago... During the same period 
industrial payrolls in Oregon's 
remaining 35 counties increase: 
only 50%. 


The JOURNAL 


Portland's Afternoon Newspaper 
PORTLAND, OREGON 


Represented by REYNOLDS-FITZGERALD. . . New Yor: 
Chicago, Philadelphia, Detroit, Los Angeles, Son Francisc 
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on the favorable side,” and the final 
tabulations would seem to bear out 
that prediction. 

Comments on the question ranged 
from that of Phyllis Brown, 16, of 
Columbus, O., who believes the men 
in the armed forces are just as 
“concerned about this as we are. 
Football is just one of the American 
ways of life that they are fighting 
for,” to the many fans who recalled 
a celebrated bit of MacArthuriana: 
“On the fields of friendly strife are 
sown the seeds which, in other years 
on other fields, will bear the fruits 
of victory.” 


__AN APPEAL 


gaye! 
PLEASE DONT USE YOUR 
GAS RANGE AT ANY TIME 


FOR ROOM-HEATING PURPOSES 


Re Oe peter 6 epee o 


{~ ee 
— oe 


Gas in your community is used 
to @ very great extent in the pro- 


duction of war equipment and 


materials, To assure a constant 
and full supply of this essential 
fuel for these purposes, the War 
Production Board of the United 
Mates requests your co-operation 


See Transport Pinch 
io these specific ways: Nene me 


The minority which opposed con- 
tinuance of football centered its fire 
ion two cogent points: first, that 


rat War Peooection Bourne sars 


transportation difficulties presented | Receive by Awards 

too great a problem, and second, : ‘ 

that the boys still left in school| The following companies are re- 
cent recipients of Army-Navy “E” 


would be of such inferior athletic | Ree 
aos ,awards: Edwards Company, a divi- 
ability that games would be poor) cion of Rogers Diesel. & * dicreft 
— oe oan ‘aale tells a Corgaretion, Sanford, N. C.; Barrett 
fas mMé Y\& ilp, eneral contractor, San 

Maj. John L. Griffith, commissioner nas i ye oof Inc., Alhambra, 
of the Western Conference. The/Cal. (the fourth plant on the Pacific 
Athletic Institute, as previously re-|Coast to get the coveted joint “E” 
ported, is composed of individuals,| award, and the first small factory); 
with major athletic equipment mak-|Henry_ Disston & Sons, Philadel- 
ers represented. phia; Independent Pneumatic Tool 
|Company; and Hallicrafters Com- 


| Aves Opens Agency 


Wesley Aves, formerly publicity 
| director of Baker Furniture, Inc., 
Grand Rapids, Mich., and manager 
of the Grand Rapids branch of Wm. 
|L. Diener advertising agency, has 
}opened his own agency, known as 
|Wesley Aves & Associates, in the 
\Federal Square building, Grand 
Rapids. He will continue to handle 
the Baker account, and the agency 
will handle public and employe 
relations as well as general adver- 
tising. 


‘linas, Cal. 


| pany, Chicago. 

Vera to ‘California’ 
Lawrence L. Vera, formerly ad- 
vertising manager of the Sentinel- | 


News, Santa Cruz, Cal., has been industrial 


Joins ‘Modern Industry’ 


Mabel Potter Hanford, formerly years with the company, 15 of which 
and trade media 
appointed to head the advertising for BBDO, New York, has joined | ment, has 


| Disston Raises Gebhart 


Walter H. Gebhart, for the past 33 


buyer |have been with the sales depart- 
been named domestic 


department of the Californian, Sa-| Modern Industry, New York, in an) sales manager of Henry Disston & 


executive capacity. 


Sons, Philadelphia. 


ne | 


A leading utility company made this 

conservation request of consumers last 

week, taking newspaper space in the 

territory which it serves. Actual ways 
of economizing on gas are listed. 


Survey Pictures 
Average College 
Football Fan 


Chicago, Dec. 22.— Chances are, 
the next time you go to see your 
Alma Mater tie into its traditional 
rival on the gridiron, that the fellow | 
sitting next to you is 35 years old, | 
has been seeing football games for | 
16 years, has seen about four foot- | 
ball games during the year, and has 
driven his automobile to the game, 
but is willing to use public trans- 
portation rather than give up the 
Saturday afternoon mania. 

And 35% of the fellows sitting 
next to you aren’t watching their 
Alma Mater, or yours, because 
they’ve never gone to college—a 
salient fact which will surprise 
many an_ ivy-covered institution | 
which says it clings to football be- | 
cause “the old grads like it.” | 

These are some of the facts un- | 
covered in a research done for the | 
Athletic Institute by Theodore R. | 
Sills & Co. (ApverTISING AGE, Dec. | 
14.) 


Approved by Majority 


As might well be expected, the | 
objects of the survey, to find out 
how many people think collegiate 
football should be continued and to 
determine collegiate football’s place 
in wartime, were achieved in a way | 
to gladden the heart of an athletic | 
equipment maker, a fan or a sports | 
editor. 

“Should football be continued for | 
the duration?” “Yes,” said 96% | 
and even greater majorities asserted | 
that football bolsters national mo- | 
rale (98%); football revenue, which | 
supports other athletics, justifies | 


continuance of the garne (98%); all _ 


college students should participate 
in physical fitness programs (97%); 
and football helps students to be 
better soldiers (98%). 

Before the results were tabulated, 
Sills officials hazarded a _ certain 
guess that returns would be “biased | 


- 


had ah 


THE LATIN AMERICAN EDITIONS OF 


NEw EQUIPMENT DIGEST 


(Published in separate Spanish and Portugese editions) 


@ covering a/l worthwhile companies 
in all industries, in all Latin America. 
@ high reader interest assured by New 
Equipment Digest’s proved editorial 
formulae . . . giving all Latin American 
industry all the news about what's new 
in equipment, in materials, in methods 
and processes. 


\ @ eliminating all confusion and un- 


\ 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


4618 Larchwood Avenue 


teeter ienemenetmatenneeminimemnil 


NDUSTRIAL 


REVISTA IN 


WRITE OR WIRE RESERVATIONS IMMEDIATELY 


certainty over media selection. 

Advertising rate . . . $90.00 per unit, 
on 12 insertion basis, which includes 
both Spanish and Portuguese editions 
(unit size same as New Equipment 
Digest, 3%," x 4%"). Circulation guar- 
anteed 20,000 copies. Forms for first 
issue close February Ist for copy... 


February 20th for complete plates. 


EQUIPMENT DIGEST PUBLISHING Co. 


NEW YORK Affiliated with the Penton Publishing Company 
110 East 42nd Street 
PHILADELPHIA CLEVELAND, OHIO 


Penton Building 


CHICAGO 
520 North Michigan Avenue 
LOS ANGELES 
130 North New Hompshire Avenve 
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Mr. Henderson's Successor 


he resignation of Leon Hender- 
head of the Office of Price 
Administration will insure a change 
of scenery in this important agency, 


son as 


but will not change the essential 
problems with which it is con- 
fronted in handling such complex 
and difficult subjects as price con- 
trol and rationing of scarce com- 
modities. Nevertheless, in spite of | 
our belief that Mr. Henderson did 


his best in tackling what is bound 
to be the biggest headache on the 
home front in wartime, it may be 
possible to bring about measurable 
improvement in the administration 
of the program. 

For one thing, we believe that 
Senator Prentiss Brown, who 
slated to take over the job, may 
find it advisable to surround him- 
self with many more practical busi- 
ness men than Mr. Henderson saw 
fit to do. Much of the confusion 
regarding both price controls and 
rationing grew out of the inability 
of OPA to visualize the serious 
business problems which were in- 
volved, and which created unneces- 
sary difficulties after decisions had 
been made. In such matters 
establishing price ceilings, for ex- 


is 


ie 
as 


In the same way, OPA has not 
always had the best available in- 
formation regarding available sup- 
plies of commodities of general con- 
sumption, so that both the necessity 
for and the of rationing 
plans have been discussed in some 
cases without all the necessary facts 
hand. Experienced 


timing 


| alt 


| marketing 
men would have made use of all 
available information which would 


throw light on these important ques- 
tions, thus saving an immense 
amount of labor and expense. 


Setting up a rationing program is 
F huge and complicated § device 


which absorbs millions of man- 
hours which otherwise 
| would available for direct war 
| production. It is a burden on gov- 
|ernment, 
iv 


of labor 


be 
business and consumers 
hich should be assumed only when 
necessary. Certainly decisions re- 
|garding what to ration and when 
and where to apply consumption 
controls should be made only in the 
light of all of the information which 
ican be gathered through commer- 
cial as well as governmental mar- 
|}keting channels. 

| We think Senator Brown is taking 
lon a tough job, but we also believe 


| 


Tel. Del. 1337 
Tel. REpublic 7659 | 


E. KEBBY, Secretary 


A BITTER PILL TO SWALLOW 
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This Week Magazine 


"Phooey - - - - and you call yourself a pharmacist!” 


Ad-libbing 


'Annual Report 


“The Modern Millwheel,’ em- 


‘ploye publication of General Mills, 


reprints an imaginary “annual re- 
port” which has a lot of chuckle in 
it. It reads like this: 

“To our stockholders: Your of- 
ficers are glad to report business 
over the past year has been vastly 
improved: In fact, we almost broke 
even. 

“We feel that much of the com- 
pany’s success during 1941 was due 
to a more vigorous policy of trying 
to make the best of it all. Under 
the new policy 70° of our officers 
have cut their fretting down 86!2% 
for the fiscal year. 

“Your company was able to get a 
little work done around the plant in 
1941 by naming six vice-presidents 
in charge of visits from tax agents, 


i\thus saving the higher executives a 


major amount of time. We built a 
new wing on the factory in which 


all data, facts, figures, reports, 
explanations and apologies de- 


manded by the government may be 
prepared and turned out. This plant 
is capable of answering 60,000 in- 
quiries from Washington per week. 
Plans are being drawn for an annex 
in which all summonses to congres- 
sional probes can be received, filed 
and cataloged without confusion. 
“The company has also appointed 
a vice-president in charge of ner- 


| vousness, a vice-president in charge 


lof 


ample, OPA declined to take note of | that an improvement in the general | 


the lag between wholesale and re- 


tail prices, and thus put the squeeze | 
on retailers and made revisions of 


ceiling prices necessary later on. 


operation of OPA can be brought 
j}about by an approach which makes 
|the best possible use of business 
| experience and business facts. 


Another Advertising Study? 


The Harvard study of the social 
and economic effects of advertising 


was completed only a year ago, and | 


was generally 


contribution to 


fine 
understand- 


accepted 
better 


as a 


ing of advertising on the part not| 


only of business, but also consum- 
ers, teachers and government. The 
only criticism which was occasion- 
ally heard was that the conclusions 
did not represent a sufficiently un- 
qualified endorsement of advertising 
in all its aspects to satisfy its most 
enthusiastic proponents. 

We understand that a new adver- 
tising study is now being planned, 
and that a fund of $200,000 is being 
raised by contributions from leading 
advertisers to finance another re- 
search job, this one to be executed 
by the National Industrial Confer- 
Board. On the 


ence agenda are 
specific assignments dealing with 
advertising’s contributions to the 


economic well-being of the nation 
and its value in promoting a higher 
standard of living. 

We are naturally sympathetic 
with any efforts to analyze the in- 
fluence of advertising on American 
life. Research into this subject is 
a continuing task which must con- 


‘tantly engage the best efforts of all 
Who have the sound functioning of 
idvertising at heart. Yet it seems 
questionable whether a new funda- 
mental research of the scope pro- 
posed would uncover at this time 
very much which was not dealt with 
in the recent Harvard study. 
Independent and unbiased _re- 
search was the assignment of Neil 
Borden and his Cambridge col- 
They were not asked to 
prove a case for advertising, but to 
find the truth regarding it. That, it 
seems to us, is the only correct and 
scientific approach to the 
To undertake research for the pur- 


leagues. 


pose of supporting a thesis com- 
pletely favorable to advertising 
may insure a pleasant result, but 


not necessarily one which will be 
accepted by those who are critical 
of advertising or who have no di- 
rect interest in it. 

If the new study is undertaken, 
its value will be increased by com- 
plete freedom and objectivity in 
finding new facts about how adver- 
tising actually functions. Its values 
are too sound to justify concern lest 
the case not be presented strongly 
enough. 


apprehensions, and two vice- 
presidents in charge of grave mis- 
givings. 

“Our cash position is strong, due 


to a new system of loose-leaf, 
loose-thinking and_ loose-figuring 
bookkeeping, now quite the rage. 


| We think this means a lot of good 


clean fun until we change auditors. 


“Getting down to figures, our 
losses for 1941 were $1,358,456 as 
against $2,567,823 for 1940. This 


makes it a banner year. 

“Summary: The general outlook 
good. Car loadings are doing 
nicely. Boat loadings are firm. Auto 
loadings are improving. Bicycle 
loadings are not to be sneezed at. 
Our stockholders will be glad to 


is 


,hear that after suspending the cus- 


subject. | 


tom over the lean years, we are 
renewing distribution of art calen- 
dars to all stockholders. 

“Please notify the company of 
any change of address so that you 
may be kept in touch with all bad 
news.” 


Lemons, Lemonade, Etc. 

The latest example of turning 
lemons into lemonade submitted 
to this department by ADVERTISING 
AGeE’s Honolulu correspondent. It 
seems that Machinery Chemical & 
Supply Company, Ltd., of Honolulu, 
did a bit of overcharging on the 
sale of such diverse items as rub- 
ber heels, burnishing ink, buttons 
and laundry padding, was subse- 
quently caught up by the authori- 
ties and eventually fined $1,750 for 
price regulations. Instead of hang- 
ing its corporate head in shame, the 
company rushed into the local 
prints with an 820-line advertise- 
ment, as follows and to wit: 

“We ‘dood it,’ but the wrong way, 


is 


says OPA. We learned and paid— 
the hard way. Now whether we 
show a profit or loss, you can buy 
with confidence and assurance. Our 
prices are right. We—like a certain 
shipbuilder—want to win this war. 
Buy war savings stamps and bonds; 
our employees are buying over 10%.” 


Tottings 

Carstairs Bros. Distilling Com- 
pany, whose general sales manager, 
Philip J. Kelly, inaugurated a plas- 
tic bottle cap salvage operation in 
New Jersey two months ago, has 
found the plan much worth 
while that it 
other states. Carstairs supplies col- 
lecting bags for retailers, collects 
the caps, sorts them and sends them 
to the right plant, where they are 
sterilized and reconditioned. The 
plan costs as much would be 
required to buy new caps—but it 
makes a lot of difference in the 
amount plastic needed. 


SO 


as 


of 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2100. Measuring Food Markets. 
The Curtis Publishing Company 
has issued this study of the use of 


| grocery products, purchase of indi- 


vidual brands and magazine reading 
in the industrial center composed of 


‘Binghamton, Endicott and Johnson 


City, New York. The report points 
out that family income and occupa- 
tion are the principal governing fac- 
tors in both food purchases and 
magazine reading; that magazines 
have heavier coverage in the groups 
spending more money for grocery 
products; and that their coverage in 


leach economic group is closely re- 


is being extended to| 


Walter Painter of Power Plant | 
Engineering got a big kick out of | 


the fact that the daughter of a 
power plant engineer used one of 
the publication’s subscription cards 
to address a long list of Christmas 
wants to Santa Claus, who presum- 
ibly was supposed to be making his 
headquarters in Power Plant Engi- 
neering’s circulation department. . . 

Station KIRO, Seattle, has gone 
into the field of industrial training 
with a series of broadcasts entitled, 
“Pledge Allegiance to Your Job.” 
The series designed to aid in 
training of war plant supervisors in 
supervisor-worker relationships, 


is 


|with Boeing Aircraft, Puget Sound 


Navy Yard and _ Seattle - Tacoma 
Shipbuilding Corporation rotating 
on the programs. Each broadcast 
dramatizes the deeds of the fighting 
man, draws a parallel between the 
importance of war work and mili- 
try service, and then introduces su- 
pervisors from one of the partici- 
pating plants, who discuss a practi- 
cal supervisory problem and its pos- 
sible solutions 

If you haven't anything else to 
do, you might contemplate the ac- 
tion of George Georgalan, a son of 
Greece but a naturalized U. S. citi- 
zen, who head dishwasher and 
potato peeler at Cafe in 
Marinette, Wis. George wrote a 
“very fine poem,” entitled “Buy 
Bonds—Save America!” and ran it 
at his own expense in the local 
prints. The poem is a little under 
par for Wordsworth or even Kip- 
ling, but it could be much worse 
verse, and couldn’t be much better 
sentiment... 

One of Ad-libbing’s favorite 
scouts says he’s a little disappointed 
to see that the 200-odd agency men 
who voted the “All-American war- 
time advertising team” which ap- 
peared in last week’s war issue went 


Is 


Olsen's 


overboard so heavily for the in- 
spirational stuff. He says this stuff 
is fine but that it is unfortunate 


that the “how to do it” kind of copy 
on rationing, conservation, salvage, 


lated to market opportunity. 


No. 2101. An Investigation. 

In this brochure, issued by The 
United States News, an industrial 
advertiser conducts an investigation 
to find out how many key men 
there are in official Washington and 
how to insure that his advertising 
will be read by them. At the hear- 
ing the four weekly news Magazines 
are called to testify in their own 
behalf. 


No. 2102. No. 1 in West Virginia. 


The Huntington Advertiser and 
Herald-Dispatch have issued this 


market folder, which tabulates fig- 
ures on population, occupied dwell- 
ing units and retail sales for the 
Huntington trading area, outlines 
the war production activity of the 
territory and graphs the circulation 
growth of the newspapers. 


No. 2054. Who Does the Biggest 
Buying in Food and Grocery 
Stores? 


Parents’ Magazine has isssued this 


| study of expenditures in food and 


grocery stores. Part I contains a 
city-by-city comparison of amounts 
of food and groceries purchased by 
various classifications of consumers, 
and Part II, a city-by-city compari- 
son of purchases by readers of 
various types of magazines. 


No. 2092. Wartime Promotion Sup- 
plement. 

Eye*Catchers, Inc., has issued this 
wartime supplement to its photo- 
graphic collection, containing minia- 
ture reproductions which provide a 
handy reference of subjects for 
wartime promotion, from which 
glossy prints or mats may be ob- 
tained. Subjects include service- 
men and industrial and other work- 
ers on the home front. 


No. 2087. 
WBZ. 


The scope of the Boston market is 
brought out in this folder, issued by 
Radio Station WBZ, with facts about 
people, buying power and business 
activity. Facts about the station’s 
facilities and coverage of the terri- 
tory are included. 


Check-List of Facts on 


No. 2035. Time in Washington. 
Time’s circulation in Washington, 
D. C., is the meat of this book, 
which contains a name-by-name 
list of officials in 13 federal depart- 
ments and agencies who are regular 
readers of the magazine. A descrip- 


| tion of news gathering facilities and 


circulation methods is included. 


No. 2079. American Builder’s 1943 


Program. 
This new brochure, issued by 
American Builder, starts with a 


study of the shift to wartime build- 
ing and what it means to manufac- 
| turers, and shows how this publica- 
tion serves wartime needs and 
planning of the building industry. 
| It gives an outline of the principal 
editorial theme of each 1943 issue 


price control, etc., seems to have and a detailed presentation of edi- 
made little impact on the agency | torial content for the January fore- 


men... 


| cast and preview issue. 
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Doorly, Slocum 
Cited for Pushing 
Scrap Metal Drive 


New York, Dec. 23.—For igniting 


lic relations directors have 
granted their annual award.” 

Official presentation will be made 
at the association’s sixth annual 
award dinner at the Waldorf Astoria 
Hotel, early in January. 


ever 


Ask Michigan 
Lawmakers to End 
Liquor Monopoly 


Lansing, Mich., Dec. 23.— The 


move to transfer the state from a 
merchandising agency to a ware- 
housing agency only would permit 
liquidation of $7,000,000 worth of 
current inventories. 

The 98 cost $136,000 in 
rentals annually, Mr. Hartman said, 


stores 


ventory be reduced to $1,500,000 
and that the legislature amend the 
liquor law to require distillers to 
deposit their stocks in state ware- 
houses, the state paying for it only 
as it is requisitioned by private 
dealers. 


the scrap metal drive which swept |Joins Detroit Rex state ——— > at opine Mich- while 470 por gs to man the cninquentapanines 
across the nation with whirlwind > ‘ rz a es igan wi e abolished if Governor- stores are paid $750,000 a _ year. . 
momentum, Henry D. Doorly, pub- Prony ee ee lelect Harry F. Kelly and the next Printing, insurance and supervisory Three Join Burnett 
lisher of the Omaha World-Herald, pyoqucts Company. He was for- session of the legislature follow the costs amount to another $100,000. Leo Burnett Company, Chicago, 
and Richard W. merly advertising manager of the "ecommendation of Mr. Kelly’s spe- “The state can make just as much has added the following three men 
L Slocum, general Swartzbaugh Mfg. Company, To- cial fact-finding committee. The profit by selling its liquor through to its creative staff: Cody Sattley, 
manager of the ledo, O. committee has recommended that specially designated dealers and for the past nine years with Mc- 
4 Philadelphia ———_— the state’s 98 retail liquor stores be merchants, it would have 450 em- Cann-Erickson, Chicago, and ac- 
Evening  Bulle- All-State Names R&R abolished as an economy measure. _ ployes to fill some of the holes the ert Sane ve for Mc-E on the 
tin have’ been . A committee member, Gus T. manpower shortage has left in other Mi k Foundation account, Kirby 
4 a: All-State Insurance Company, ; 2 i ee as iy : Katz, formerly with H. W. Kastor 
syanted jointly subsidiary of Sears, Roebuck & Hartman, deputy Secretary of State, departments, and it would save @ & Sons Advertising Company, Chi- 
the annual award Co., Chicago, has appointed Ruth- forecast that such a move would million dollars or more a year,” Mr. cago; and Eugene Powers, formerly 
f the National rauff & Ryan, Chicago, to handle all Save the state $1,000,000 or more a Hartman said. He proposed that on the copy staff of Lord & Thomas, 
Association of advertising. year in operating costs and that a the present $8,500,000 liquor’ in-. Chicago. 
Publicity Direc- 
> tors, Inc. The 
award was an- ‘ 
L nounced today by 
} the board of di- 
: rectors of the Henry D. Doorly 
? issociation. 
Supplementing the award, direc- 
} tors issued a statement which said, 
y “Observing that the national drive x P 
> : : oe Y, 
for scrap metal was bogging down On, "Tp, 
i through lack of 
. public — stimula- 
tion toward the 
effort and that 
some of our most 
, important war 
l factories were 
1 slowing down 
1 through the need 
1 for more scrap, 
> Mr. Doorly de- 
: cided that his 
: : paper would 
1 wage a whirlwind 
Richard W. Slocum promotion cam- 
paign throughout 
; Nebraska. 
S Started Scrap Army 
: The campaign began with one 
p man and one newspaper. Using 
4 every type of modern, progressive 
" promotion, including publicity, ad- 


awards to counties 


vertising, 
and individuals and other activities, 
the publisher of the World-Herald, 
r with the cooperation of his assistant, 


prize 


James M. Harding, turned the 
1,315,834 citizens of Nebraska into 
a united hard-working scrap army. 

Following Mr. Doorly’s campaign 
to promote similar collections in 
other localities, the Newspapers 
United Scrap Drive was organized 
by the American Newspaper Pub- 
lishers Association and Richard W. 
Slocum was named national chair- 
man, 

Employed in the drive were 1,800 
7 daily newspapers and 10,000 weekly 
papers, which devoted more than 
500,000 columns to the scrap pro- 
motion in publicity, advertising, 
photographs and editorials while 
their staffs took a vigorous part in 
the various activities of the pro- 
gram. 

The association paid further tri- 
bute to the newspapers by saying, 
“We consider this scrap campaign 
of America’s newspaper publishers 
the most important, the most effi- 
ciently conducted and the most suc- 
cessful public service for which the 
national body of publicity and pub- 


PropucTion lines need production 
forms. And production forms need ADIRONDACK 
BOND. With its six colors and white, it’s just what 
the doctor ordered—a versatile, economical, water- 
marked, 100% sulphite bond paper. ADIRONDACK 
BOND can “take it’ — printed, typed, or written. 


It’s available from your nearest merchant in stock 


sizes and weights. 


- The G INTERNATIONAL MIMEO SCRIPT 
% deal for mimeo wor 
| | |The Greatest wscncez_ | ADIRONDACK BOND 

More copies, clear reproduction, 

SELLING POWER in gelatin or spirit process. 
BEESWING MANIFOLD A Product of 
- in the jy ow eight, water-marked 
anifold paper. 

* SOUTH’S ADIRONDACK LEDGER INTERNATIONAL PAPER COMPANY 
t- ne oman oe — ere agate 

edger sheet; for countt an 
“ GREATEST CITY records ai 220 EAST 42ND ST. NEW YORK, N.Y. 
id ~ SPRINGHILL “ 

Tag—Index— Bristol 
PAPERS FOR PRINTING AND CONVERTING 
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ny | THOUGHTFUL PLANNING IS A SERVICE TO THE NATION 
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Cc- 
a- 
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No Autos orGas? 
Ford, Esso Tell 
Our Neighbors Why 


South American 


Shortage Copy Is | 


Run in Dailies 


New York, Dec. 23.—Ford Motor | 
Company has launched a series of | 
institutional advertisements in Latin 
American newspapers not only to 
build understanding of the lack of 
automobiles, but to urge the other 
Americas and their people to join 
with the United States in its fight 
for world freedom. West India Oil 
Company, an affiliate of Standard 
Oil of New Jersey, is also prepar- 
ing to hit the rich South American 
market with a comprehensive news- 
paper series to explain the gas 
shortage in most of these countries. 
McCann-Erickson is agency for both 
the accounts. 

Built around the theme of Chris- 
topher Columbus, the first Ford in- 
sertion appeared over the running 
slogan, “He Who Values Freedom 
Will Work for It,” and used the 
head, “He Found It. . . Let’s Keep 
It.” It linked together North and 
South America’s leaders in the bat- 
tle for independence, including Bo- 
livar, Washington, O’Higgins, and 
Sam Martin. Careful conservation 
in the hemisphere’s interest was 
urged, besides the speeding up of 
output within every country. 

“There Are No More New Auto- 


Artkraft is producing 
for Our Armed Forces. 


SHORTAGES EXPLA 


INED TO NEIGHBORS 


Z OG oF CARPE D4 
pet PEERP EE bb 
Por qué le falta a Vd. Gasolina 


‘Farm Commandos’ 
Offered Full Aid 
of Allis-Chalmers 


New Campaign Stresses 
Importance of All 
Available Equipment 


(Picture on Page 27) 


Milwaukee, Dec. 23.—Recognizing 
that advertising is a versatile force 
which can be hitched effectively to 
unusual wartime problems, the 
Allis-Chalmers Tractor Division has 
launched a new campaign designed 


are being trained by the home office 
service department to conduct two 
series of schools throughout their 
territories. 

Dealers, with the help of a branch 
man, will invite owners of Allis- 
Chalmers equipment to attend three 
local “Farm Commando” schools 
(one on tractors, one on all-crop 
harvesters and one on implements) 
where maintenance problems will 
be discussed. These schools will 
enable farmers to get detailed, spe- 
cialized instruction on their own 
make of equipment which obviously 
cannot be supplied through the 
more general type of school con- 
ducted by the agricultural college 
extension departments. 


Schools Planned 


To help the dealer man his serv- 
ice shop in the face of competition 


Both Ford Motor Co. and a Standard Oil affiliate, West India Oil Co., are 
aiming at the Latin and South American markets with new campaigns which 


explain the shortage of cars and gasoline. 


not to make sales but to bring farm|ffom war plants and the armed 
equipment already in use to peak forces, the company will conduct a 
operating efficiency. mechanics’ training school in his 

Initial four-color, full-page copy, locality. The object will be to give 


|mobiles...And We’re As Sorry As 


850 ships is a “whale of a lot of 


headlined “Farm Commandos Are the best semi-skilled men available 
Ready to Roll,” broke in December|@" intensive course of training 


You Are,” was second in the series, 
and directed attention to the fact 
that North Americans are feeling 
the “pinch” equally as much as, 
if not more than, those in Latin 
America. 

The third advertisement in the 
series pointed out that “if Ford were 
able to do business on its usual basis 
today, you might be less sure of 
being able to live on your usual 
basis tomorrow.” 

“Blueprint for a New World” is 
the headline of the next Ford in- 
sertion scheduled to appear in Janu- 
ary and contrasts a drawing of the 
original Ford workshop with the 
modern Ford airplane engine plant. 
Copy points out that mass produc- 
tion is the mainstay against oppres- 
sion and that the “vision and faith 
and work that are founded in it are 
the elements of the new world to 
come.” 

In aiming copy at Latin Ameri- 
cans, West India Oil tells the story 
of the American expedition to North 
Africa and stresses the point that 


transportation,” whether in North 
or South America, “and that’s why 
there’s a _ shortage of gasoline.” 
Above the copy is a sketch of 850 
ships jammed together to form an 
impressive battery of vessels requir- 
ing the gasoline now being deflected 
from civilian consumers. 


Denies ‘World-Herald’ 
Offered to Buy WOW 


A statement that interests of the 
Omaha World-Herald had made an 
offer to buy Station WOW, Omaha, 
this year, has been denied by Henry 
Doorly, publisher of the newspaper. 
De Emmett Bradshaw, president of 
Woodmen of the World Life Insur- 
ance Society, present owner of 
WOW, made the statement by depo- 
sition in a suit brought by Dr. 
Homer Johnson, Lincoln, Neb., who 
seeks to stop the society from sell- 
ing the station to a group headed 
by John J. Gillin, present manager 
of the station. 

Mr. Bradshaw said that he had 
turned down an offer to sell the sta- 
tion to a group which controls the 


© twins make 


° ts 


merchants like! 


“Do, re mi” is what merchants ex- 
pect and get in the rich, populous 
twin markets of Houston and Cor- 
pus Christi— served by twin sta- 
tions KXYZ and KRIS. You see, the 
“Twins” feature many leading net- 
work shows as well as the better 
Texas-originated programs. Such 


lowing . . . and it's this intense 
listenership which assures local 
merchants of lucrative sales on na- 
tional products advertised over 
EXYZ and KRIS. 


Today, let us prove to you what 
KXYZ. Houston, and KRIS, Corpus 
Christi, can do to up your sales in 


program excellence has garnered Texas’ two fastest growing metro- : 
for the “Twins” a tremendous fol- _politan cities. 
©@ Represented Notionelly by the Broshom Company 


KX 


YZ 


A K 
CORPUS CHRISTI 


_ NBC RED, BLUE, MUTUAL 


World-Herald. Mr. Doorly named 
this a misstatement, saying that the 
World-Herald had not recently made 
an offer, or authorized an offer, to 
buy WOW. The newspaper did offer 
to buy the station three or four 
years ago, and Mr. Bradshaw stated 
the price was $1,000,000, Mr. Doorly 
said, but added that the newspaper 
was not interested and has not been 
interested since. 


Resume Promotion 
of Extender, ‘Pro-ten’ 


halted the sale of Pro-ten, meat 
extender, in St. Louis (ADVERTISING 
AGE, Nov. 23), has been dismissed 
following a minor label change on 
the package, and promotion in the 
St. Louis Post-Dispatch has been re- 
sumed. John D. Warfield Jr., presi- 
dent of Warfield Company, whose 
Thompson & Taylor division makes 
Pro-ten, said the company is consid- 
ering newspaper and spot radio pro- 
motion in markets in various parts 
of the country. Some advertising is 
now running in Rockford, IIl., and 
distribution is being secured gener- 
ally throughout the Midwest. The 
St. Louis injunction suit applied 
only to the package, not to the prod- 
uct or its advertising. McJunkin 
Advertising Company is the agency. 


Plans Heavy Promotion 
of Work Clothes 


Based on the tremendous change 
in male buying power, McGregor 
Mfg. Company, largest producer of 
men’s sportswear in America, will 
launch an intensive national cam- 
paign on a newly-created line of 
“functional” work clothes’ early 
next spring. 

The new line, which is a hybrid 
of sportswear and work clothes, 
will be promoted in such magazines 
as Esquire and Life, and newspapers 
throughout the nation. Hirshon- 
Garfield, Inc., is the agency. 


Hallas Joins Byoir 

Howard Hallas, for the past sev- 
eral years in the publicity depart- 
ment of Nash-Kelvinator Corpora- 
tion, Detroit, has joined Carl Byoir 
& Associates, Chicago, on the Pull- 
man account. Before joining Nash, 
|Mr. Hallas was associate editor of 
' Automotive News. 


The injunction, which temporarily | 


issues of national farm magazines. 
Follow-up four-color pages are 
scheduled for January with supple- 
mentary copy running in compar- 
able issues of state, sectional and 
class publications in the agricultural 
field. 


Emblem Keys Drive 


A red, white and blue “Farm 
Commando” emblem keynotes the 
campaign. It is reproduced in each 
advertisement and is available in| 
transfer form to be attached to any | 
Allis-Chalmers machine which has} 
been pronounced ready for peak 
performance by the Allis-Chalmers 
dealer. Consisting of a poised red 
eagle against a blue background, it) 
tells the world that the qualifying | 
machine is a “Farm Commando 
Ready to Roll...” 

Farmers are reminded that next | 
year’s crop will be the most crucial 
of all time, with food needed not 


only to sustain soldiers and war| 


, 
| 


° ° | 
workers of the United Nations but “Comm 


also as a weapon to fight starvation 
in nations rescued from Axis domi- 
nation. “Whether we like it or 
not,” says one advertisement, “we 
will have to depend on machinery 
already in service for up to 98% of 
farm production in 1943. There's 
not a minute to lose. We've got to 
get the old equipment ready now. 
Every tractor and every machine 
must be put into first class working 
condition . . . for their’s is the task 
of growing and harvesting the most 
crucial crop in history. It can be 
done!” 


The Farmer’s “E” 


Allis- Chalmers believes the 
“Farm Commando” emblem will 
strike a popular chord. The Army 
and Navy award their “E’”’ for ex- 
cellence. Why not an emblem of 
recognition, they reason, for the 
man who fits his machinery for 
battle on the food production front? 
Servicing and reconditioning will 
be all-important next year when 
only a dribble of new farm equip- 
ment will be available. 

A complete promotional program 
has been worked out, involving the 
sales, service and advertising de- 
partments of the tractor division, 
much like a selling campaign in the 
days when there was something to 
sell besides education and good will. 


tives are making the rounds of 
branches selling the “Farm Com- 
mando” program. Blockmen at the 
branches, who have been used not 
as salesmen but as service instruc- 
tors and advisers for more than a 
year, will in turn promote the pro- 
gram to dealers. Other branch men 


Crews of home office sales execu-| 


which will equip them to handle 
repair work and rebuilding jobs in 
the dealer’s shop. 

“We are committed to a policy of 
helping our dealers fulfill their ob- 
ligation to the farmer,” says a com- 
pany statement. “We are showing 
them how they can make a living 
out of the service work that must 
be done, and we are urging them to 
stay in business for the duration. 
Loss of skilled, experienced service 
dealers would leave the farmers 
‘high and dry.’” 

The farm paper advertising is in- 
tended as a stimulant to early ac- 
tion on the part of farmers whose 
machines need attention. They are 
told: “If you wait for breakdowns 
in the field... it may be too late.” 
However, the “Farm Commando” 
emblem is available for any Allis- 
Chalmers machine_ pronounced 
ready for action, regardless of 
whether the dealer supplies parts or 
service. 

Each advertisement carries a 
ando-gram” coupon which is 
intended to find a use for every 
available machine and to make the 
| Allis-Chalmers dealership a central 
|headquarters for the exchange of 
/equipment. Farmers are invited to 
list machines they have to sell as 
well as those they need. 
| In addition to the farm paper pro- 
motion and “Farm Commando” 
eagle transfers, dealers are supplied 
with: (1) blowups of farm paper 
advertisements in full color for use 
'as wall hangers, (2) plated adver- 
\tisements for use in local news- 
|papers, (3) a double postcard mail- 
ing which invites farmers to list old 
machines they want to buy or sell 
and (4) a “Farm Commando” head- 
quarters advertisement for local 
papers which will enable farmers to 
list their needs and wants in the 
way of machinery, hired help or 
custom work. The dealer is urged 
to make his store a clearing house 
for exchange of farm information 
in the community. 

Bert S. Gittins Advertising han- 
dles the account. 


Releases Export Copy 


The Bon Ami Company has re- 
jleased a campaign for 45 Aus- 
| tralian newspapers and magazines 
during 1943. Australian schedules 
|have also been arranged for Nor- 
tham-Warren Corporation’s Cutex, 
Odo-ro-no and Peggy Sage, and 
Cutex and Odo-ro-no copy will be 


placed in the following markets: 
Bermuda, Belgian Congo, New- 
foundland, British East Africa, 


Trinidad, Portuguese East Africa, 
Jamaica, New Zealand, South Africa 
and Hawaii. T. B. Browne Ltd, 
New York, is the agency. 


COLONEL!” 


THE 


5000-1000 Watts 


“Ask your 
Agency 
to ask the 


HEART OF ILLINOIS 
CBS 
PEORIA 
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GOVERNMENT COPY 


Hew YOU can help your Country 


Emphasis in the Army's own paid adver- 

tising recently was shifted to the Waacs 

as a presidential order ended voluntary 
enlistments in other service groups. 


Schlitz Year-End 
Copy to Appear 
in 300 Newspapers 


Chicago, Dec. 23.—The Jos. Schlitz 


Brewing Company used 
believes to be the largest list of 


newspapers 


ever 


New Statistics Issued 
by Four A’s 

American Association of Adver- 
tising Agencies, New York, has just 
issued volume XI-b of Market and 
Newspaper Statistics. This latest 
study deals with 71 cities of over 
100,000 population in United States 
and Canada in which newspapers 
were audited to March 31 and June | 
30, 1942. Included are latest figures | 
on population, income tax returns, | 
audited newspaper circulations, lin- 
age, retail rates, etc. 

The Market and Newspaper Sta- 


Admen in the 


Armed Forces 


William D. Pabst, manager of Sta- 
tion KFRC, San Francisco, has been 
commissioned as a lieutenant in the 
Navy and has reported for duty. 
D. J. Donnelly has been named act- 
ing manager in Lt. Pabst’s absence. 

Dorothy Burch, formerly with C. 
Wendel Muench & Co., Chicago 


oe : >. |agency, has been called to active 
Seeanittoc an nooupepere with Hit |Cy with the Waves and is now 
Kynett, Aitkin-Kynett Company, | stationed at Stillwater, Okla. ; 
Philadelphia, as chairman. Frederic Schneller, a member of 
| the advertising staff of the Milwau- 

, |kee Journal for the past 10 years, 
Chicago Newspaper Reps has been commissioned as a lieuten- 


Elect New Officers ‘ant (jg) 


E. E. Flagler, New York News | Communications, and has been or- 
representative, was elected presi- dered to report at Miami, Fla. 
dent of the Newspaper Representa- | ‘ 
tives Association of Chicago at the vice-president and assistant man- 
group’s annual meeting Dec. 15. |ager of the Rowland Broiles Com- 

Other officers elected include: |pany, Ft. Worth, Tex., has been 
J. E. Lutz, vice-president; D. J.| graduated from the officers’ candi- 
Worthington, Williams, Lawrence & |date school at Miami Beach, Fla., 
ae age -4 ey. ee | and | as a second lieutenant in the Army 

. F. Parsons, Ward-Griffi om- | .3. : 
pany, treasurer. Earl F. Glenn, "ee Spilman, assistant sales 
Rodney E. Boone Organization, was|_ | Cid dade 
named to a two-year term as direc- promotion manage y, California 
tor, and Henry C. Jann, Noee, | Packing Corporation, San Francisco, 
Rothenburg & Jann, was elected to | has been commissioned as a lieuten- 
a one-year term. ant in the naval reserve and as- 


in the Navy, assigned to} 


John Raymond McCarty, formerly | 


| Atlantic Refining Co. 


signed to the photographic school, 


Pensacola, Fla. me: 
Gordon “Red” Marston, publicity | Aids Fuel Users 
Using Philadelphia daily news- 


director of the Yankee Network, | a 
Boston, has been sworn into the | Papers, Atlantic Refining Company 
Marine Corps and will serve as a has inaugurated a weekly informa- 
combat correspondent after basic er — a aus cies ae 
oe a ie hong Island, sd io, | ures taken from the local weather 

- VU. Brewer has resigned as s€C-| bureau and by means of a chart 


retary-treasurer of Simmonds & | chows the amount of fuel that has 
Simmonds, Chicago, to accept a been used for the elapsed heating 
commission as lieutenant (jg) in| period. 


the naval reserve. He has reported, Consumers who have used more 
to Hollywood, Fla. |than their quota are urged to cut 
consumption for the remainder of 
° the season. N. W. Ayer & Son 
Cordiner to WPB Philadelphia, is the ake. ; 
Ralph J. Cordiner, formerly Gen- | 
eral Electric executive and for the 
past three years president of Schick | Net Gives Yule Bonus 
| Incorporated, has been named to : : ‘ 
A special Christmas bonus in war 


| the newly-created WPB post of di- bends ond ok ; ial - 
rector general for war production |2°M@S and stamps, equivalent in 


scheduling. He will work directly | value to one month's salary for em- 
under Chasles E. Wilson, WPB vice- ployes with a year’s service, has 
chairman. ;}been announced by Howard L,. 


| Chernoff, managing director of the 
' 


oo West Virginia Network, Charleston, 
Research Company Moves w. va. 
Elliott-Haynes Ltd., market re, 


search, Toronto, has moved to ‘he INDUSTRIAL 
—- FACTS 


|Canadian Bank of Commerce build- 
’ 
* EXPERTLY ANALYZED AND 


ing. 
VISUALIZED FOR EFFECTIVE 
PRESENTATION TO MANAGE. 
MENT, EMPLOYEES, OR GOV- 
ERNMENT. WRITE: . 


YISSALFASTS 


Gets Noxzema Account 

Irwin Vladimir & Co., New York, 
|has been named to direct export 
advertising for Noxzema Chemical 
|Company, Baltimore. 


what it 


scheduled by a 


beer maker in climaxing its 1942 
campaign Dec. 22. 
Some 300 newspapers 


Schlitz copy which explained that | 
the new “guest bottle” makes one | 
cap do the work of three and is the 


carried 


patriotic way of sharing the “beer 


that made 


Milwaukee 


famous.” 


Utilizing the famous Schlitz cub, the 
headline proclaimed “It Isn’t Just a 
Fad,” and went on to explain the 
necessity of using the quart: 

“Lovers of fine beer are realizing 
that they cannot always be sure of 
obtaining their favorite Schlitz ‘un- 
less they share a quart’ when enjoy- 
ing Schlitz in pairs or groups.” 


“The call for Schlitz 


in brown 


bottles has increased tremendously, 
but the supply of bottle caps has 
been restricted. This restriction is 
not of our making, but is entirely 


beyond our control. 


So if 


we used 


only the familiar 12-ounce bottle 
there wouldn’t be enough to go 


around.” 


The other hallmark of 


Schlitz advertising, the “kiss of the 
hops” theme, was also repeated in 


the copy. 


McJunkin Advertising 
is the agency. 


Company 


Dress Co. Tries Radio 


Queen Make Dress Company, New 
York, has made its first entry into 


radio with 


a 


spot announcement 


campaign on WJZ, New York. Three 
announcements will be aired on the 
“Woman of Tomorrow” show oncea 


week. 


This is in the nature of a 


test campaign which will continue 


for 13 weeks. 


pany, New 
count. 


York, directs 


Abbott Kimball Com- 


the ac- 


CONTINUED 


| 


If it’s 


A TEST 


you want... 


TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


The New Haven Kegister 


Deere 


—- 


tinued employment, continued buying power! 


SPENDING POWER 


reaches the 


“e Read by wives, their husbands, whose one o 
two young children mean draft deferment, con-— 


r 

Ii. TANKS AND PLANES we need 
won't make themselves. So—millions 
of married men with one or more 


es 


AP hn ola 


young children will be kept at home 
to keep the war plants going. These 
men will continue to work — and 
their wives will continue to SPEND. 

Your advertising message in 
REDBOOK will reach more than 
1.500.000 young wives and family 
men — with better than average in- 
comes. They are your market for 
today — and draft deferment makes 
them your market for tomorrow! 


* om * 


Q. How are REDBOOK’s newsstand 
sales? 

A. Our October and November issues had 
newsstand increases of more than 
and 59% respectively over last year. In 
fact, REDBOOK has enjoyed better than a 
19°) newsstand average increase for the 
2nd six months of 1942. 


rere 
ee 


Q. To what can this increase be 
attributed? 

A. To excellent fiction and a greater 
quantity of it plus timely non-fiction . . . 
More men and women read REDBOOK 
intently than ever before. 


Q. Why is REDBOOK an outstanding 
buy? 
A. REDBOOK has a low rate per thousand 
... it reaches today’s and tomorrow's 
market... it has high reader 
interest ... according to surveys 
it has a greater percentage of 
“passed on” circulation than 
any but two nagazines ... it 
has made very large news- 
stand gains in defense cities 
... it has a 
sellers approached by only 
two other magazines. 
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than the roller process milk. To!horse-shoes,” reminds me of a story 


Shepard Refutes Story 
of Blue Network Tie-up 


To the Editor: Your sTory RE- | 
GARDING POSSIBILITY YANKEE NET- 
WORK BEING OUTLET FOR BLUE EN- 
TIRELY WITHOUT FOUNDATION. 
NEITHER W. F. O’NEIL NOR MYSELF 
HAVE EVER DISCUSSED THE MATTER 
WITH ANY BLUE NETWORK OFFICIAL 
AND NO ONE ELSE HAS AUTHORITY TO 


DO SO. WE REGRET YOU FELL FOR A\| 


STORY WHICH WAS EVIDENTLY A PLANT 
IN SOMEONE’S INTEREST AND RE- 
QUEST YOU GIVE DENIAL SAME PUB- 
LICITY IN YOUR NEXT ISSUE. 

JOHN SHEPARD III, 

YANKEE NETWORK, BOSTON, 

MASs. 

[Editor’s Note: ADVERTISING AGE’S 
story reporting General Tire’s pur- 
chase of the Yankee Network, sub- 
ject to FCC approval, also reported | 
speculation which was rife in Wash- | 
ington aud New York last week 
that the tire company might be in- 
terested in eventual purchase of the 
Blue Network. The story did not 
say or imply that the Yankee Net- 
work, under its new ownership, 
would become an outlet for the 
Blue, but rather that purchase of 
Yankee, plus transfer of WJW, 
Akron (owned by the son of the 
General Tire president) to Cleve-| 
land as a Blue outlet, had “stimu- 
lated the speculation that the pur- 
chase of Yankee was only a fore- 
runner to purchase of Blue, although 
no confirmation was forthcoming 
from any of the interested parties.” 
It also reported an unnamed Blue 


Network official as saying that 
“General Tire has not, to date, 
made an offer to buy Blue from 
RCA.” ] 


a A 


A Chance to Write 


To the Editor: Thanks so much 
for your consideration in forward- 
ing to me the notice concerning my 
enlistment, which appeared in your 
issue of Nov. 9. 

While advertising seems some- 
thing of another world to us (at 
least, for the present) we are more 
than tickled to be brought up to 
date now and then. 

Here at Mather Field there are 
two other San Francisco advertising 
men: Norman Strouse of J. Walter 
Thompson, and Art Dart of Shell 
Oil. They give us all a crack at 
writing once in a while, which of 
course pleases us no end. 

Pvt. ArtHur J. Mort, 

Air Force Advanced Flying 

School, Mather Field, Cal. 


, FF F¥ 


Asks Industry Help 
in Limiting Profits 

To the Editor: In connection with 
the renegotiation of government 
contracts, it would be very helpful 
indeed if industry could be made to 
realize that profit on war volume 
no longer comes from the processes 
of trade, but from the tax burden 
levied on the people. It is both 
improper and unfair for American 
industry to expect anything like the 
same margin of net per dollar of 


sales of war materials that the same | 


company was able to make per dol- 
lar of sales commercially. Compa- 
nies that have a record in the base 
years of peace times of 18 and 20% 
net before taxes per dollar of sales 
should not expect a net of more 
than 5 to 8% on an equal or ex- 


panded volume of sales of materials | 


for war. 
Maurice H. KArKER, 
Chairman, Price Adjustment 
Board, War Department, Wash- 
ington, D. C. 


vy? 


Window Displays Aid 
Waste Fat Campaign 

To the Editor: We enclose pho- 
tograph of one of the 30 window 
displays on waste fat saving that 
have been set up in the offices of 
the Public Service Electric & Gas 
Company of New Jersey. 

Up to date, nearly 
utility companies 


200 public 
are helping the 


Letters are weicome. 


Voice of the Advertiser 


This department is a reader’s forum. 


UTILITY SUPPORTS WASTE FAT DRIVE 


| 


This is one of 30 window displays on waste fat saving, set up by the Public 
Service Electric & Gas Co. of Newark. 


waste fat saving campaign by means 
of window displays, space in their 
advertising, envelope stuffers, and 
the cooperation of their home eco- 
nomics directors. 
ALLAN P. AMES, 
Ames & Norr, New York. 
y,vy 
Praises New Diary Setup 
To the Editor: I am delighted to 
see the new typographical setup 
adopted for “The Diary of an Ad 
Man.” 
Nice going! 


Dick DRAKE, 
Advertising Department, Felt & 
Tarrant Mfg. Company, Chi- 
cago. 
7. 


‘Ad Man’ Reviews Her 
Faith in Own Ability 

To the Editor: I have been read- 
ing “The Diary of an Ad Man” in 
ADVERTISING AGE and getting quite 
a kick out of it. In his little chron- 
icle of everyday happenings he 
seems to voice the thoughts of the 
times and every once in a while 
some bit that he writes seems 
almost like an expression of my own 
thoughts. I’m not a “fan writing 
gal” but today he did something for 
me and this is a “thank you.” 

I've written all and types 


sorts 


of copy. Much of it has seen the 
light of day but more has been 
added to my “so what” shelf. The 


stuff which was never used, in my 
humble opinion, is the best. Mainly 
because it was off the beaten path. 
That sad, discarded copy contained 
much of that intangible something 
he talked about in his Nov. 23 diary. 
I, too, feel that radio copy especially 
|needs more than just the stressing 
of points a la Townsend. I feel that 
it should have a personal appeal, 
j}human interest, pacing and (don’t! 
shoot) even entertainment value. 

The reason that his analysis was 
so important to me at the moment 
is that I’ve been close to some 
darned good copy jobs but lost out 
because I had too much general 
radio experience. Can you imagine 
knowing too much about your me- 
dium? It sounds ridiculous but I’ve 
been in that spot and I’m ashamed 
to admit it got me down. I began 
to doubt my own ability and judg- 
ment. But his comment on 
|} has restored my confidence. I'll just 
keep punching. As long as I know 
I'm right, I don’t care how long it 
takes to prove it. 


ANN BRAE, 
New York. 
| v v v 


Don’t Be a Gremlin! 

To the Editor: As you know, 
Gremlins are mischievous little 
pixies who play all sorts of tricks 
on the RAF and our own flying 
forces. Well, there are human 
Gremlins, too. They're not mean 
people, just unintentionally care- 
less. Many of us are Gremlins and 
aren't even aware of it. So here’s 
a test, and if we answer “yes” to 
any one of the following questions, 
we’re a Gremlin. 

Do you buy 
need? Do 


things 
you talk 


you don’t 
about troop 


copy | 


movements? Are you inconsistent 
in your purchases of war bonds and 
stamps? Do you spread rumors? 
Do you intend to but never get 
around to giving blood to the Red 
Cross? Do you destroy scrap and 
tin cans and rags? Do you waste 
fats and grease? Do you save coins? 
Do you overheat your home? Do 
you leave electric lights burning? 
Do you drive your car more than 
35 miles an hour? Do you hoard? 
Do you eat more than 2% pounds 
of meat a week” 

Don’t be a Gremlin. Don't talk, 
don’t waste, don’t squander. 

MILTON M. HERMANSON, 
Copy Chief, Jasper, Lynch & 
Fishel, Inc., New York. 


~~ = 


| Exhibit B 


To the Editor: Vogue wants t 
eceept Copy Cub’s challenge and 
submits a picture of its beauty edi- 
tor, Evelyn Green, as Exhibit B to 
prove the point that women 
write about beauty can also be 
beautiful themselves. 

ALBERT KORNFELD, 

Publicity Director, Vogue, New 

York. 

[Editor's Note: Exhibit A is at- 
tractive Alice Thompson, beauty 
and fashion editor of Look, whose 
portrait appeared in ADVERTISING 
AGE Nov. 30.] 
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Takes Optimistic View 
of Bakers’ Supplies 

To the Editor: In your Nov. 23 
issue, under the heading “Bakers 
Fret Over Sharp Cut in Milk Allot- 
ments,’ we noted a couple of state- 
ments about the present situation 
that related to bakers’ ingredients. 

It seems best to explain that with 
regard to the limitation on dried 
milk supplies the 10% 
spray dried milk only. 
milk is best for 


The spray 
shipping abroad, 


because it is to be used for drinking | 


purposes and dissolves more readily 


who} 


referred to| 


offset to some extent this hardship 
the Agricultural Marketing Admin- 
istration offered 15,000,000 pounds 
of its stock of roller process dry 
milk solids to bakers for the months 
of November and December. We 
believe that clippings enclosed from 
/ our Nov. 21 issue will explain this 
fully. The excerpts enclosed were 
part of our Washington Letter in 
that number, and a release from the 
| Department of Agriculture. 

| As to shortening, the hydroge- 
nated vegetable shortening is not a 
new product, having been developed 
|}a number of years ago and in gen- 
eral use among bakers during that 
time. Lard has been high for some 
time and is in high demand for for- 
eign shipment. 

With relation to the ingredients 
used in making enriched bread, or 
adding vitamins to standard loaves, 
while some bakers would choose dry 
milk solids or other natural sources 
of vitamins when milk is readily 
| obtainable, they still have a plenti- 
ful supply of synthetic vitamins to 
iturn to. According to our informa- 
tion, there is a sufficient supply of 
| these to be had from several sources. 
Many manufacturers are in a posi- 
tion to supply them, so that bakers 
/ean still add these vitamins to their 
bread regardless of whether the 
milk supply stands up or not. Both 
manufacturing chemists and various 
yeast organizations have not cut 
down on their production of these 
products. 

This matter is simply called to 
your attention because the item was 
to some extent misleading and we 
know that you would not intention- 
ally publish anything of that char- 
acter. 


C. C. SWEARINGEN, 
Editor, Bakers’ Helper, Chicago. 
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Grace Handles Account 
| To the Editor: Many thanks for 
the publicity given our Faygo 
Christmas 24-sheet in your Dec. 14 
issue, 

But, puh-lease, it is not Grace & 
Bennent (evidently you were think- 


ing of Bement) that handles the| 
Faygo account. The writer has | 


|directed the advertising for the 
Faygo beverage account for 
eight years and would appreciate it 
greatly if you will run a note recti- 
fying the error. 
J. A. GRACE, 
Grace Advertising Agency, De- 
troit. 
v v v 


Suspects Admen of 
Tampering with the Bard 


To the Editor: You just simply 
cannot beat the advertising business 
for turning up the new, 
usual and the different. 


At last we are given an oppor-| 


tunity to see Professor Shakespeare 
outdone in the fine art of word 
choice and unusual applications of 
a colorful vocabulary. 

The Chilton Group, in its adver- 
tisement on Pages 14 and 15 of the 
Dec. 7 issue of ADVERTISING AGE 
“dood it’—they have taken issue 
with the great master of words, in 
the quotation of the famous line 


VOGUE BEAUTY 


wi 
Beauty and beauty editors CAN go hand 


in hand, Vogue insists. Here is the 
magazine's beauty editor, Evelyn Green. 


from “The Merchant of Venice.” 


| That beautifully and artistically 
lettered heading was, no doubt, 
looked at from many angles—but, 


alas, no one apparently checked the 
spelling of the third word. Or, did 
they really mean it? 

Well, we can’t always be serious 
about it and a chuckle’s a chuckle 
wherever you find it. 

E. H. Gorpon, 

Advertising Manager, Hyde 

Park Breweries Association, 

Inc., St. Louis. 

[Editor’s Note: But seriously, Mr. 
Gordon, our “Bartlett’s Familiar 
Quotations” reinforces Chilton’s 
spelling. “ ‘All that glisters is not 
gold’ Shakespeare, Merchant of 
Venice, Act II, scene 7.” “All that 
glitters is not gold” is attributed to 
Dryden's The Hind and the Pan- 
ther.] 

vv, 


A Serious Problem 


To the Editor: The crack in 
| “Rough Proofs” in your Dec. 14 
}issue, which included “. . . you’d be 
|surprised what a really ingenious 
'farmer can do with a couple of old 


over | 


the un-| 


I heard from a surgeon friend sev- 
leral years ago. 

My friend was lecturing in an 
anatomy course. At a quiz one 
morning, he called on a student to 
idiscuss the functions of a certain 
organ. The student embarked on a 
'long discussion which soon made it 
evident that he wasn’t prepared. 
When the student had finished, the 
doctor drily remarked, “Knowing 
‘nothing about the subject, we can 
discuss it freely.” 

Naturally, the farm equipment 
{manufacturers are concerned about 
how their customers are going to 
fare in 1943. So are the farmers 
themselves. You can’t ask so im- 
|portant a group of food producers 
‘to produce much more with a 
drastically reduced supply of labor, 
new equipment and repairs, without 
causing farmers to do a little wor- 
rying about it. Mr. Wickard has 
indicated that he’s worried too. 

Perhaps the writer of “Rough 
Proofs” intended to be facetious. 
The situation is so serious that the 
farm equipment industry and others 
interested in agriculture refuse to 


joke about it. 
Wo. S. STINSON, 
Advertising Manager, Oliver 
Farm Equipment Company, 
Chicago. 


“HEY, TOM... 
DID YOU SEE CLICKS 
TERRIFIC STORY ON 

COMMANDOS?4 
— a= 


“YEAH, AND DID 
YA’ GET A LOAD 
OF THEM USING 
OUR INVASION 
BARGES?” 


Click is the Wage 
Earner’s Magazine! 


Here are the people who have more 
money than ever before! . . . Here 
is the greatest potential market for 
advertisers! . . . Here is the medium 
that sells these newly-prosperous 
people! CLICK MAGAZINE! 

CLICK’s subjective editorial policy 
was especially designed to meet the 
reader on his own ground . .. inspire 
confidence. CLICK tells the wage 
earner how conditions will directly 
affect him . . . as an individual . . . 
as a family! 

CLICK’s ever rising circulation in 
war working centers is a true indica- 
tion that wage earners read CLICK. 
All manufacturers have seen the 
tremendous jump of sales in indus- 
_ trial centers, but all did not plan 
on it. With CLICK, it was deliberate! 
Here's your market, today and to- 
morrow. Here's your medium! 


CLICK FOLLOWS THE PAYROLLS... 
FOLLOW THE PAYROLLS WITH CLICK! 


CLICK 


REACHING THE 
WAGE EARNER FAMILIES 


HARRY HAYDEN, General Manager 
551 FIFTH AVENUE * NEW YORK CITY 
73) Plymouth Court, Chicago 
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December 28, 1942 


ADVERTISING AGE 


Earnings of :«: 


Sept. 30 amounted to $1,195,422, 


against $1,383,761 during the com- Columbia Pictures 
Profit for the third quarter, ended 


Advertisers #0: period in 1941. 


Joy Mfg. Company 


Net earnings for the year ended 30, income was $263,295, against 


Sept. 30 totaled $844,856, against | $320,644 during the same period National Cash Register 

for the nine months 
30 was 
2.548.734 during the com- 
Profits for the year ended Sept. 30 parable nine months last year. 


$1,017,602 during the comparable last year. 


period in 1941. Beech Aircraft 
Rath Packing Company | 


For the year ended Oct. 31, in- 


were $2,417,819, compared with 


come was $2,214,508. Earnings last | $471,715 for the like period last Florsheim Shoe 


year during the comparable period year. 
2 726.5 — : 
amounted to $2,726,549. Jantzen Knitting Mills 


General Outdoor Advertising | Income for the year ended Aug. 
Earnings for the third quarter 31 — vena ser SGne $181,977 for 

ended Sept. 30 totaled $226,760,|the like period in 1941. 

against $414,335 during the com-|Gamewell Company 

parable quarter last year. 

Nov. 30 were $241,752, against 

$418,754 during the comparable 

yeriod last year. 


Kearney & Trecker Corp. 

For the year ended Sept. 30, net 
income amounted to $3,316,704. | 
There are no figures available for| Erie R. R. System 
the comparable period in 1941. | Profits for the 11 months ended | 
. ‘ ee |Nov. 30 totaled $13,562,125, against 
Missouri Pacific R. R. | $7,637,978 during the like 11 months 

Net profit for the ten months} last year. 
ended Oct. 31 was $25,087,862, com- S ; 
pared with $3,338,625 during the Zenith Radio 
like ten months last year. | Earnings for the six months ended | 


Brillo Mfg. Company with 


For the nine months ended Sept. able quarter last year. 
ended 


against 


ings 


Earnings for the six months ended ‘ 


$516,972 for the like quarter last | against $754,533 for the like period 
Profit for the year ended in 1941. 


$262,000 


income 
Sept. 


totaled 


Postal Telegraph 

For the ten months ended Oct. 31, | 
$3,604,549 was re- 
ported, compared with net loss of | 
|$2,343.025 for the same ten months 
lin 1941. 


Kelsey-Hayes Wheel 


of 


for 


| quarter last year. 


Pennsylvania Railroad 


profits for the ten months | 


10 months in 1941. 


last year. 


Texas & Pacific Rwy. 
For the year ended Oct. 31, earn- Net income for 
$1,031,770, 


the same period in 1941. 


the third quarter 


period in 1941. 


/Oct. 31 amounted to $1,055,706, | ended Oct. 31 totaled $78,488,640,|Nov. 30 totaled 


Champion Paper & Fibre 


Pere Marquette Rwy. 
For the 11 months ended Nov. 30, 


Long Island R. R. 

Income for the ten months ended 
$2,276,030 | Oct. 31 was $296,533, compared with |ended Sept. 30 amounted to $1,402,- 
a net loss of $866.973 for the like 495. compared with $2, 
}ten months last year. 


the 11 months 
. ; compared lended Nov. 30 amounted to $7,798,- 
With $1,238,739 for the like period }201, compared with $3,009,790 for 
in 


Delaware & Hudson R. R. 
Earnings for the 
fended Oct. 31 totaled $4,364,029, 
against $4,024,420 during the com- 
parable ten months last year. 


| Central R. R. of N. J. 
For the ten months ended Oct. 

30 was $506,327. com-|2!. earnings were $3,763,636, com. MAILING SE 

$250.613 for the same |P* red with $717,195 for the same | 


| Maltigraphing — Filling-in 
Chesapeake & Ohio Rwy. 


Net profit for the 11 months ended 


Western Pacific R. R. 


during the 
period last year. 


against $44,525,885 during the like pared with $38,610,686 during the 
same 11 months in 1941. 


Income for the ten months ended 
Sept. 26, totaled $312,000, compared income was $3,051,841, compared|Oct. 31 was $6,144,758, against 
during the compar- | with $3,098,287 for the like period | $873,541 


comparable 


Liquid Carbonic Corp. 


Net profit for the 


the preceding year. 


ten months 


jtor for Commercial 


director. 


fiscal year 


127,967 for 


Adds College Account 

Byrne Advertising Agency, Chi- 
cago, has been named to direct the 
advertising of Central YMCA Col- 
lege, Chicago, after Jan. 1. 


Kamp Heads Art Dept. 


Anton Kamp, formerly art direc- 


Investment 


Trust Corporation, has joined O. S. 
Tyson & Co., New York, as art 


RVICE 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


£280,340, com- | 481 8. Dearborn St. 


Wabash S655 


Profit for the 12 weeks ended 


Nov. 8 was $936,921. No earnings 
report is available for the like 12 
weeks in 1941. 


Transcontinental & West. Air 

Income for the nine months ended 
Sept. 30 totaled $1,531,665, against a 
net loss of $49,204 during the com- 
parable period last year. 


Western Union Telegraph Co. 

For the ten months ended Oct. 31, 
net earnings were $7,457,500, com- 
pared with $5,835,837 for the like 
ten months in 1941. 


Norfolk & Southern Rwy. 
Earnings for the ten months 

ended Oct. 31 were $583,252, against 

$37,195 for the like period in 1941. 


Northern Pacific Rwy. 

Earnings for the ten months 
ended Oct. 31 were $10,362,472, | 
against $5,735,580 for the com-| 
parable ten months in 1941. 


Canada Dry Ginger Ale 

Net profit for the year ended Sept. 
30 was $1,578,049, compared with 
$1,637,935 for the like period in 
1941. 


American Car & Foundry Co. 
Income for the six months ended 
Oct. 31 amounted to $13,424,981, 
against $4,810,521 during the com- 
parable six months last year. 


General Shoe Corporation | 

Net income for the year ended | 
Oct. 31 totaled $1,023,373, against 
$1,064,151 during the comparable 


period in 1941. 


A. M. Byers Company 
Earnings for the quarter ended 
Sept. 30 were $62,187 compared with 


99.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 
combined with the nation’s highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! 


*Radio Daily April 10, 1942 


year around, too! 


The Trovelers Broadcasting Service 
Corporation 
Member of NBC and New England 
Regional Network 
Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, San 


Francisco and Hollywood 


MORAL: Solve your gift 
problems at Yuletide with the 
Classified. 


This season many of the useful 
gifts you may be thinking about 
will be “hard to find.” 


That's why the Classified sec- 
tion of your Telephone Direc- 
tory will be more helpful than 
ever. It lists the names, ad- 
dresses, and telephone numbers 
of your local tradespeople ac- 
cording to products and services. 

Before you go shopping look 
in the Classified for the things 
you want. Save time, tires and 
gas. And use the Classified the 


Make the Classified 
your buying guide 


& Just about everybody 


ABOUT YOUR TRADE MARK 


One simple way to keep your trade mark in the homes of your 


customers and prospects is offered by the Classified seetion 


of Telephone Directories. You can display your trade mark 


and list local outlets in the Directories that cover your markets, 


Many firms in varied lines are finding an especial war time 


value in keeping their trade mark before the public in this 


manner... finding that it also helps their dealers stay in 


business and retain public good-will. 


More service business 
for dealers 


This indentifieation plan enables 
your Company to direct customers 
and prospects to authorized outlets 
for sales and service. Thousands of 
dealers are enthusiastic about the 
business they receive through their 
local Telephone Directories. It helps 


them to ‘carry-on’ for the duration. 


uses the Classified 


This cartoon advertisement is 
one of a series that appear 
in four national magazines /* 


throughout the year. It helps 


to promote even more frequent 5583 


use of the Classified, and that 4251 


4 
means more customers forthe 33% 
085 
concerns and dealers who are ‘Bi 
; 9052 
represented on its pages. 
This 


to keep their equipment sery iceable 
for the duration creates good-will 


for post war sales of new equipment. 


Obviously people are consulting 
the Classified Directory more than 
ever — for many products are be- 
coming increasingly diflicult to re- 
place, and they're concerned with 
keeping what they have in good 


repair. 


: RECTORY 
ELEPHONE DI! 
CLASSIFIED T | oe 


400 Refrigerators 
ce 
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WERAL ELECTRIC REFRIGERATORS wa 
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Sat-Sunday-N 


is what prospects would see when they look 


under “refrigerators” for the General Electric 


. “a . “al 
How can war migrants trade mark. Note how easy it is for them to con- 


find your dealers? 


War work has transplanted millions 
of Americans. But even in strange 
towns they can locate your service 
outlets — if your trade mark and 
dealers are in the Classified. Cus- 
tomers appreciate being directed to 
authorized outlets for repairs on 
their time-worn products. Helping 


tact authorized G. E. dealers. 


Let a Directory Advertising Rep- 
resentative discuss with you your 
war problems and their relations to 
the Classified Trade Mark Service 
Plan. You can reach 
him by calling the 
business office of the 


telephone company. 
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ADVERTISING AGE 


December 28, 1942 


Great White Way, 
Now All Darkness, 
Carries Right On 


Spectaculars Still 
Play to Daytime 
Throngs 


New York, Dec. 23.—The Great 
White Way—like the old gray mare 
—ain’t what she used to be. The 
Great White Way—the Times 
Square- Broadway section in New 
York—is still great, but it is far, far 
from being white. 

Once the most impressive galaxy 
of advertising signs in the world 
made Broadway at night the cyno- 
sure of all eyes—the best known 
and most exciting spot in the world, 
perhaps. Now the _ tremendous 
crowds are still there, perhaps even 
bigger than ever, milling, pushing, 
walking, standing—in a rough ap- 
proximation of total darkness. For 
Broadway, like all of New York, has 
succumbed to the dimout. 


spring are still there, unlighted at 
night, but performing a_ useful 
service during the daytime. New 
signs, even, have gone into Broad- 
way-Times Square since the black- 
out, signs designed specifically for 
their daytime value. 

When the Japs turned Pearl Har- 
bor into a shambles a year ago, 
commercial spectaculars in the 
Broadway-Times Square area 
totaled about 35—a figure which 
does not include permanent identi- 
fication signs, theater spectaculars, 
etc. The figure now is approxi- 
mately the same. 

Since Pearl Harbor the only com- 
mercial spectaculars which have 
disappeared from the area are the 
Wrigley sign, perhaps the outstand- 
ing sign on Broadway, which came 
down and was donated to scrap 
when its six-year contract ran out; 
and three signs in the center of 
Times Square—Coca-Cola, Planters 
Peanuts and Chevrolet—which came 
down because the lease on the space 
they occupied was broken. One of 
these signs has been replaced by a 
Pepsi-Cola sign, completed in Au- 
gust and never lighted except ex- 
perimentally. 


About $1,000,000 a Year 
Before the Great Darkness cov- 


PONTIAC SWITCHES TO WARTIME EMPHASIS ON DEALERS 


Dakevered 


| Streamlimer” Torpede” Six Sedam Compe $923 
at Pomtas, Mubogen” 


“A Pontiac Owner gave me the 


| greatest selling I’ve ever had!” 


PONTIAC PRICES BECTN AT S000 FOR THE 
OF LURE TORPEDO” SHE BEF 


Mow Pontiac Dealers share wn the war effort 
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Before auto production was halted last winter, Pontiac Division employed newspaper advertising similar to the copy at the 
left, stressing the car's dependability, economy, comfort and long life at low cost. 
current newspaper copy at the right: To build dealers’ service volume; establish the fact that they can care for other cars 


as well as Pontiacs; and show how dealers, in maintaining service organizations, fulfill a necessary, patriotic function. 


Three main objectives went into the 


Pon- 


tiac also is telling the story of its war production activities in national magazines. 


tracts have been extended since the 


Advertising signs are unlighted; 
theater marquees give only feeble 
light under the canopies; store win- 
dows are dark or dimmed; even 
traffic signals are cut down to tiny 
crosses. Broadway is dark—so dark 
that it would be easy, in many spots, 
to pass your brother by and not 
recognize him. 


Sign Business Still Alive 


One would expect, quite logically, 
that this area, significant to adver- 
tising because of its extraordinary 
aggregation of electric spectaculars, 
would be completely “washed up” 
by the dimout, a wreck beyond re- 
pair until the day Victory again 
turns on the lights throughout the 
world. Strangely enough, Broad- 
way, advertising-wise, is sick, but 
not dead. The signs that were there 
before the dimout descended in the 


ered the Great White Way, com-/|dimout. “What’s more, we’ve added 
mercial advertising signs in the area | several signs since the dimout, and 
were estimated to have some 265,000 | revised some to take greater advan- 
electric light bulbs and about 65|tage of today’s daytime showing 
miles of neon tubing. The Wrigley| problem. We’re doing a number of 
sign contained some 30,000 bulbs,| things along the line of increasing 
and the Planters, Chevrolet and|daytime effectiveness of spectacu- 
Coca-Cola signs between them used | lars which are still not far enough 


another 16,000, leaving a net of! along to be talked about, although 
| some 220,000 light bulbs—at present | we’re handicapped somewhat by in- 
unlighted—in the area. ability to use the critical materials 
It is difficult to get actual figures) which have normally been built 
on rental values of the Broadway-| into signs.” 
Times Square commercial spectacu- The giant Schaefer beer display 
lars for either the past or the pres- | at Broadway and 47th St., Mr. Leigh 
ent, but sign impresarios in the| says, is the first display of its kind 
area insist that most figures—even|to concentrate entirely on daylight 
those quoted in the advertising field | effectiveness. The sign, some 5,000 
—are much too high. They say that} square feet in size, is actually a 
sign advertising on Broadway is not, combination of two signs, one on 
as expensive as many people seem the west wall and the other on the 
to think, and that the gross cost to| south wall of the building, so that 
advertisers for their signs (includ-|a “round the corner” right angle is 


,| days of light. 


\|establishing full-showing (day and | 
|| night) costs, and daytime costs only, | 
||so that when the dimout descended, | 


ing the normal three-year amortiza- 'formed. The sign, making use of a 
tion of construction costs and/solid background (constructed en- 
maintenance) aggregates a mere |tirely of plywood) depicts 
$750,000 to $1,000,000 a year in the| glasses of beer being raised in a 
This figure has been toast, and “clinking” at the corner. 
reduced substantially—perhaps by 
60% or more—by the dimout, but 
it has not been entirely wiped out. 


“Censorship” Forces Change 


Another new Leigh sign is that 
for Hygrade food products, which 
includes a thermometer for daytime 
attention. A third is another Schae- 


Provide Daytime Costs 


All sign contracts in the area, and | 
in most other areas, have for years 
carried specific provisions in them) broad outlines, with just the word 
“Schaefer,” and a clock above it. 

The first spectacular to be changed 
because of “censorship” was the 


Get Your Free Copy 
If you have anything to do 
with advertising, dealing with 


the transportation and distri- 
bution of freight, whether by 
rail, truck-trailer, water, or 
air, this free 50-page manual, 
“A Guide to Effective Freight 
Transportation Promotion,"' 
will be of interest to you. 
Write for your free copy to- 
4 day. Factual data in this man- 
. ual is based on a Ross Federal 
Research Corporation study. 
This manual discusses, among 
other things, opportunity for 
promotion of war and post- 
war freight services, influenc- 
ing factors in selecting of 
freight carrier service and 
preblems encountered, what 
shippers want stressed in 
freight advertising, and shows 
over fifty examples of current 
freight advertisements. 


Traffic World 


420 S. Market Street, Chieago, iil. 


few negotiations with sign sponsors 
were required. Each knew how 
much he would pay for daytime 
value of his spectacular, and none, 


far canceled his contract. 
it is reported that a number of con- 
tracts have been renewed on the 
basis of the lower daytime cost 
since the dimout arrived. The loss 
of circulation because of the dim- 
out is not more than 35-45% it is 
estimated, but the most effective 
circulation has been at night, of 
course. 

Most of the spectaculars are not 
operating at present, although they 
can be seen, in varying degrees de- 
pending upon their construction, 
during the day. Some are lighted 
during the daylight areas; some, like 
the famous Camel smoke ring sign, 
benefit of illumination. When they 
18 hours of visibility in every 24; 
now the average is about 11, al- 


advantage of the night hours has 
been lost. 

Douglas Leigh, youthful impres- 
sario of the Broadway spectacular 
business, agrees that the dimout has 
not been fun for him or for Broad- 
way, but he refuses to admit that 
his business, or the Broadway spec- 
tacular business in general, has been 
dealt a body blow. 


New Signs Put Up 


“We haven't missed a renewal in 
the area yet,” he says, citing the 
Four Roses and the Gillette signs 


operate as before, although without | 


| 
| 


were lighted, Broadway signs had | 


though naturally the tremendous | 


| taculars 


Coca-Cola sign at Columbus Circle, 
which used to forecast tomorrow’s 
weather. Since weather forecasts 


;}are now considered information of 
so far as could be learned, has thus | 
In fact, | 


value to the enemy, the sign has 
been redesigned to include a ther- 
mometer in the spot where the fore- 
cast used to be, thus transferring 
from the realm of prediction to that 
of current reporting. This sign is 
illuminated during the day. The 
Camel sign, in which a member of 
the armed forces in heroic 
spends his time blowing smoke 
rings which float out over the street, 
has moved into undoubtedly first 
position since the dimout, because 
of its daytime effectiveness and the 
fact that the smoke rings can still 
be detected at night. This sign has 
proved so popular that replicas of 
it have been constructed in other 
cities for Camel. 

What’s ahead? Well, a lot de- 
pends upon the length of the war, 
of course, but even then, Mr. Leigh 
believes, much greater attention 
will be given to daytime attractive- 
ness and visibility of electric spec- 
than ever before, 
particularly to the eye-arresting 
features of color and motion. Lu- 
minous paints may be used to some 
extent, but they have not yet proved 
entirely satisfactory, and in addition 


| might not be too good in a coastal 


town. But you can be sure that the 
problems of picking up reflected 
light from the street, of building 
signs with solid backgrounds that 
stand out during the day, and of in- 
creasing the effective appeal to day- 
time audiences are not being over- 


as examples of those whose con- | looked. 


size | 


and | 


34c per Thousand— 


History in Britain 


London, Eng., Dec. 15.— The ef- 
ficiency of government-paid adver- 
tising in achieving specific objec- 
|tives is mirrored in the recent 
|report of Britain’s National Savings 
Committee, which recently reviewed 
|its three-year advertising record, 
|and compared its expenditures with 
| results. 

Since 1939, the committee has 
spent somewhere around 6 million 
dollars, and has sold the public on 
saving some 18 billion dollars. (This 
computed by figuring the pound at 
'$4. Actually, the committee spent 
1% million pounds, and its “sales” 
were £4,500,000,000.) 

The rate of expenditures vs. re- 
iturns has been computed by the 
| committee at approximately 34 


two} cents per $1,000 saved. This figure | Fdith 


is for “press advertising” only. 
Two Campaigns Spectacular 
During the three years when the 
committee was compiling this high 
average, two particular campaigns 
brought heavy response. One was 
the “War Weapons Weeks” drive, 
which netted $1,876,000,000. The 


fer sign showing a glass of beer in| other was “Warship Weeks” which | 


netted about $2,184,000,000. 

Early next year, running along- 
|side the committee’s continuous ad- 
| vertising program, will be a series 
‘of “Wings for Victory Weeks,” 
which is expected to top the records 
|set for previous special campaigns. 

Besides the five agencies already 
/mapping plans for the committee’s 
| advertising, three more have pooled 
'their art and copy resources to as- 
‘sist in the drive. They are T. B. 
| Brown Ltd., Osborne - Peacock and 
| Dudley, and Turner & Vincent. 
‘Two Name Cunningham 
Cunningham Company, Chicago, 
/has been appointed to handle pub- 
lic relations and advertising for the 
Chicago Board of Underwriters. 
The current campaign promotiig 
full distribution of war damage in- 
surance, and future copy, which 
will feature public service, will use 
newspapers and direct mail. Hix- 
son Products Company, Chicago, 
|}also has appointed Cunningham to 
|promote its line of dehydrated 
soups, coffee “stretcher” and bev- 
erages. Test campaigns, using news- 
papers and radio, will begin in 
January. 


Kamp to Tyson 

Anton Kamp has been named art 
director for O. S. Tyson & Co., New 
York. Mr. Kamp previously served 
in the same capacity for Commer- 
cial Investment Trust Corporation, 
Morse International and Paris & 
Peart, all of New York. 


Wells Now with WPB 


Chester L. Wells, eastern repre- 
sentative for the American Society 


for Metals and Metal Progress for | 


the past seven years, has become 
senior industrial specialist in the 
| conservation and substitution branch 
|of WPB. 


That's Paid Space’s' 


Bishop Prepares Bill to 
Promote Michigan Resorts 


A bill will be introduced in the 
| 1943 Michigan legislature by State 
|Senator Otto W. Bishop of Alpena, 
|Mich., asking for $160,000 to adver- 
|tise Michigan’s resort and agricul- 
'ture industries for the next two 
years. 

Senator Bishop says “resort oper- 
ators are not planning to ‘fold up’ 
because of transportation and gaso- 
line difficulties, but expect that 
vacationists will come into resort 
areas by boat and train and remain 
at one place for their entire vaca- 
| tions.” 


| 


Three Join Garfinkel 


| Sidney Garfinkel Advertising 
|Agency, San Francisco, has made 
the following additions to its per- 
}sonnel: Frank O’Farrell, who for- 
|merly managed his own agency, to 
| sales and account activity; Suzanne 
|Field, formerly with Roos Bros., to 
‘the production department; and 
Rooke, formerly a free lance 
artist, to the art department. 


Green Now Editor 


Mabel Green, formerly business 
manager and women’s editor of 
Soda Fountain Management, has 
been appointed editor of “‘Let’s Get 
| Associated,” monthly dealer maga- 
zine of Tide Water Associated Oi! 
Company. She succeeds Harold R. 
Deal, now a lieutenant (jg) in the 
Navy. 
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Postwar 


Urges Entire Industries 
to Organize for Sales 


Planning for the postwar market 
is concerned less with the market 
itself than with the manner in 
which manufacturers prepare them- 
selves to serve the market, asserts 
L. R. Mendelson, president, Hot- 
stream Heater Company, Cleveland, 
in a pamphlet entitled “Plan to 
Serve the Postwar Market.” Mr. 
Mendelson feels that postwar plan- 
ning should be a matter of concern 
to an entire industry because the 
impression the public gets of a par- 
ticular type of product, regardless 
of the brand, influences the recep- 
tion received by similar products. 

“Any shortcoming in the service 
of a product,” he says, “affects all 
products in that same field. It does 
this because dissatisfaction more 
often than not influences the cus- 
tomer to try something entirely dif- 
ferent —not just a different brand 
but a different kind of product that 
can produce the same results. Often 
this sort of decision is made in the 
face of even greater expense—all 
because somewhere along the line a 
beneficiary in the making or in the 
using of a product has failed to co- 
ordinate its manufacturing or serv- 
icing to the broad objectives of the 
industry. 

“Brand competition is not going 
to be the focal point of successful 
distribution in the postwar market. 
The problem will be the winning of 
confidence in the type or functional 
qualities of a product, regardless of 
who makes it. That is why indus- 
try must organize to sell and justify 
the value of basic ideas.” 

* a * 


How one manufacturer is prepar- 


ing for the postwar period by or- | japs of the “self-appointed planners 
ganizing his subcontractors to con- of a government-directed economy,” 


tinue serving him after the war is | declares The Wall Street Journal. 
reported by Reiss Advertising in its|«we believe,” 


house organ, “Testing Industrial 
Ideas.” The plan includes: (1) a 
group of specialized manufacturers 
all merged in a holding company 
with joint laboratory facilities, etc.; 
(2) a group of service organizations 
strategically spotted throughout the 
country that should cut down serv- 
icing costs materially and make 
servicing much more efficient; (3) 
a group of local distributing and 
warehouse points that will speed up 
deliveries, particularly of parts. 
* * * 

An educational program to get 
credit men thinking in terms of 
credit in the postwar period is be- 
ing organized by the committee 
on postwar reconstruction of the 
New York Credit Men’s Association. 
William H. Pouch, Concrete Steel 
Company, is chairman. Some of the 
topics to be considered include the 
problem of businesses having un- 
paid claims against the government 


after the war: the fate of smal] | that 2.2% of the families used two 


/ Promotions 


Want something colorful, 
powerful and inexpensive for 
your Spring, 1943 dealer ad- 
vertising? Full color broad- 
sides, booklets or self-mailing 
pieces give you the most sales 
appeal] at least cost. On re- 
quest we will send you 15 or 
more Newscolor paint pieces 
we have produced for national 
advertisers. 


‘SHOPPING NEWS 


Rewser “Division CLEVELAND 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW. 
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Planning 


business; the effect of renegotiation 
of contracts on the postwar econ- 
omy; and the probable trend of pro- 
tective tariffs. 
* * 7 

The degree of material well-being 
after the war will depend less on 
so-called stored up _ purchasing 
power than on actual physical pro- 
duction during the period, declares 
Merryle S. Rukeyser, writing in 
Finance. The situation, he says, 
will hinge on the number of man- 
hours gainfully employed and the 


ment used. 
7 + * 


has been formed by several cloth- 
ing industrialists and retail execu- 
tives in Rochester, N. Y. 

* * a 

A general session devoted to post- 

war planning has been scheduled as 
part of the wartime conference of 
the National Retail Dry Goods As- 
sociation to be held Jan. 11-15 at 
Hotel Pennsylvania, New York. 

+ * * 


One business man who has retired 
from Washington says there is too 
much postwar planning being done 
on the basis of a $135,000,000,000 
national income after the war— 
without doing anything to assure 
that buying power. In other words, 
the boys are getting ready to take 
out of the pot without giving much 
thought to who’s going to do the 
putting in, the same situation which 
prolonged the ante-war doldrums. 

< * * 

If the American private enter- 
prise system is to survive after the 
war, the big business interests of the 
country must see to it that the little 
fellows are not crowded into the 


says the publication 
editorially, ‘‘there is much that even 
the smaller enterprise can do for 
themselves in preparing to meet 
postwar difficulties, but somehow 
the wide disparity between them 
and the great corporations in this 
respect must be bridged. The ‘big 
fellows’ will be wrong if they with- 
hold from the ‘little fellows’ any 
assistance in planning they could 
reasonably extend. .. They will all 
be in the same boat when the col- 
lective planning wind reaches gale 
force.” 


WOR Finds Two Radios 
in Every Home—Almost 


In a study conducted by Crossley, 
Inc., New York, for Station WOR, 
New York outlet of the Mutual 
Broadcasting System, 28% of the 
families questioned were found to 
own two radios and 10% owned 
three or more. It was also found 


radios at the same time. 

WOR points out that the facts dis- 
covered in this study warrant a 
change in old-style “home” study of 


quality of the tools and manage-| 


A Council on Postwar Problems 


| WHY YOU CAN'T GET A PLACE TO SLEEP 


| 
| 
| 


| 


Unusually effective newspaper advertisement of the New Haven Railroad, ex- 
plaining that accommodations for civilians are short because so large a portion 
of railroad facilities is now being taken by the armed forces. 


Bennett to Maxon 


| Ralph Bennett, formerly in the 
|copy department of Batten, Barton, 
|Durstine & Osborn, New York, has 
_joined the copy staff of Maxon, Inc., 
|New York. 


Joins Kenyon & Eckhardt 


Fritz Blocki, formerly with Ben- | 


Chemicals Sponsors Show 


Chemicals, Inc., Oakland, Cal., 
manufacturer of Vano, household 
cleanser, has announced sponsorship 
of “Funny Money Man,” featuring 
Archie Prebey and broadcast from 
8:15 to 8:30 a. m. over KPO, San 
Francisco, Mondays, Wednesdays 
and Fridays. Sidney Garfinkel Ad- 
vertising Agency, San _ Francisco, 
jhandled the arrangements. 


sniieminilaiais 
Issues Carol Edition 


The Dec. 16 edition of the San 
| Francisco News carried the news- 
|paper’s fourth annual Christmas 
| Carol edition. Two one-page inserts, 
; when cut in half, folded and assem- 
|bled by the reader, formed a 16- 
|page leaflet containing the words 
}and music of 15 Christmas carols 
}and advertisements of 25 local busi- 
nesses. 


Buys Midwest Packer 


Lincoln Packing Company, Lin- 
coln, Neb., has been sold to Ameri- 
can Stores Company, Philadelphia, 
which operates grocery and meat 
markets in the middle Atlantic 
states. The packing company busi- 
|ness will be conducted under its 
present name. 


| 
| 
| 


and I also resolve to keep 


ton & Bowles, New York, as writer- WFEDF, Flint, Michigan, on my 
producer, has joined the radio de- list!” 


partment of 


Kenyon 


New York, as a producer. 


& Eckhardt, | 


radio listening and consequent sales 
appeal of radio stations. It also| 
indicates that radio is probably de- | 
livering more circulation than it is| 
currently receiving credit for. 


American’ Shows 111%, | 
Gain for January 


The January, 1943, issue of 
American Magazine, the largest 
January issue since 1931, shows an 
increase of 111% in advertising vol- | 
ume over January, 1942, Crowell-| 
Collier Publishing Company has an- | 
nounced. The February issue will | 
be up 25% over this year. 

The magazine’s circulation during 
1942 is reported to have run 440,-| 
000 over the rate base. 


Named by Guild | 


| 
Hillman-Shane-Breyer, Los An-| 
geles, has been appointed to direct | 
advertising for Guild of California 
Dons, a group of ten men’s sports- | 
wear manufacturers in California. 


Korn Names Israel 


Roland Israel has been appointed | 
radio director of J. M. Korn & Co., | 
Philadelphia, effective Jan. 1. 
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Just ONE place to go! 


@ When you go to one place for type- 
setting, another for engravings and still 
another for printing, you are definitely 
handicapped. You often spend days 
and days gathering loose ends together 
at increased cost, time and effort. 


@ Why not try what hundreds of adver- 
tising executives and production man- 
agers have found so profitable? Put 
your jobs where your production needs 
are started and finished in one place. 


@ No precious hours wasted when you 
use the non-detour, Faithorn 3-in-l route 
— everything under ONE roof. You then 
have just one place to go—500 Sher- 
man Street— where you can check, see 
and follow every detail of your job. 


@ What a relief. What a saving. What 
a logical way to obtain better, quicker, 
more satisfactory results. 


@ Try Faithorn 3-in-l service—and you’)] 
never use the long, lagging, laborious 


route again. 


CORPORATION 


500 SHERMAN ST., CHICAGO 
AD-SETTING + PRINTING « ENGRAVING 
WABASH 7820 


N.1.6 8 fT 


PRINTING 


FAITHORN 


oe ee a ao Oe ee 


ata eae Fe in ee ee : Aah ass Be, more Pe Se 
: ea ad) bia Bate ai aa fin % 5 re 
~~ ake cee MM et 0 8s py gat ee tay ice “nt 
: 4 gt ah Se e hah eg Bol 
4 i¥ rare § j sia. heats a patel Sk Or a emgete | hy, _ 
: aij, ek rh Weer", gts See ater ae H 
é . . rae Bor font. thoy ie ag = oe apa LS ra 
, | ; . | 7 
4 Ae ee 
ps ER —<—$_—__—— ee ae as oe 
—- os oe = —_ — a8 . ia! re 
| : eee 
| \ Bao, — Piaer, 
\ gia PE ’ eae 6 ee 
: eee Oe ehiog. 
pal » Sy CY . = ay 
H - wee me, aoe Wi 
= , oe: as, as 
i y om = ¥ ace 
i j = . mn - . 
| ono reer : J = a 
t pe wee coe oe eee —— ~N x an “ 
Mens peer yee 0 ered - - ws > +. ree 
— ‘ _ ‘ ; = 
wow ere? ? ; eo oe 
: upoet jy oy 0 ON ;. ‘ , - . ae 
we we ye a 
Boo ws ” | 
oe ©, fom : —... ; 
ow a a —<—= | lig ’ 
«are : of 7 
| CR | r 
4 ‘ prin e OOO, e = 
: + ° sng veviet 
re ys bowers, BOO, tas OO - : 
» Toot. Mie eon? ‘ ‘ ie ° 
i ate ot onorte® ood oP od 
7% ah poodmer ores & qT 
| se ee ae reat ] 
we te ae? = ot ie Bo ft 
4 nd o Som. of ones a 
. ; hucks an? o - ‘ ba 
at we * et = ¥ 7 - 2 
Toe pretty OF Seg ean, mom the - : : ae eS 
> shat OEY gt the Oe as re _— =" « Bi ay 
Si ones See wat ow ier — a Sed e ri Mica as 
we = “iy al = oe <2 ae rl ro te 
ee = Foteteretcecte <a i oe bciead 
# bs onan 09 OS art at = 7 = — Ae ao 
} = There 0 Wome pits be Ov* t «e %3 ee = fe ae ~~. SOA 
ae & be 8 (OE Nobody wi eat ae ee ee oat 
; eooster, Kit Se a Sha gene Me rh * 
; ae yoo dort e . ere eee : Ee <a RENE ini oe 
‘ . ow io Ee oak ., a ee 
en A courte dee eat Oe nt ae ae a ; ae 
- : <a Selah ae ae 
a. Se mee : be 7 Pe a 
we vcore hg tram to comme a0 ° : ot - as a4 
om co td ie OP tor - ° . a igi, 
| ere ae ae Vins : 
| : Me weed pieedins . ‘= —_ ¢ , e* sam 
: e . — _ . ‘ bart me 
eh oan ete we ee ret f - ee 
. Newt ep ATL al gue” = - | tf - gt 
‘2 eet aaa ye Fs Oe 
Li Mee ay wnene i te ee ‘5 
a a My cl 
‘ ue ne war OP in the det a a { 
ao: wait tor 0 OF abe aN *yy 
/* yee Me ne nd 1 fore? i ig : 
: ai alas pee eaell 
. -_ “ ; 
| ‘ — noon” os our wom honored q ps . - * 
oeet bo con oO? : 
= For 1 es x : * ae’ ————_—_—_ NNN 
oy ott : 7 f 
) os a 
| , 7] ae 5% Q) 
ue. THE 5 | 
“ » 
{ = x | AY 5 G 7 
. A\Y J ( — , 
dl ; 
| \ © , 0) \ HAPPY Ao 
a a a 
| ge NEW se: 
a | YEAR F . ; : 
\ aa 
s 
— 
ae - Bis ai 
i | 
| A ER AE RE EE AOE AAR I iat 
| Beer hee 
or ae ss 
re | * F 
: 
: ae 
| ; _ 7 ee 
pee eg 
1 | ae a, 
y 
] a 
" ga 
- ie 
r. re 
: ee te ee 
Boks 
me a / 
: x q 
a es 
me eee 
he 
| mae 
i , oe Pe 
| | 
R yo 
(e YY 7, | ° 
YW | 
‘ 5 
C; oa 
A ee 
! ‘4 A“ * ae 
5 ' om ne 
; = 
ne 
A . = 
sy Tor a 
SLI A 
4 T 3 = 
¥4 | NS +s 
~ > 4 
5 = x Z 
v A 
& A 
SALT : 
ee 
7. 
é ° sai] 
ee = 
ites 
| 
$ 2 ee ee ee pe 
| D “4 ie | | ae te 
a _| 7 eee | ~ = 
7 eae _ oe _ 
= as 
7 a a a ; wz ae aa ‘ r , ; 
Ae gs vt ‘ » ihe P te mea ee ey ee oa é % 
ie reg ee a ae s set ei). Oe, Se Peet Yo ay j pee 2. Re ei ae as a 
7h 4 ea as Ee AR So ia SG hE Ne PE ee ns REE eee es ee Are? : ‘ ae 
bs aaa ACs ee a rer #22 Sy St SAS eke” ioe 2 hae a : b ae Peers oy a ae My, Fee ah it Pah Fly 4 f » St Tp 
Dae ie i as ae de Ie Oe bea He aE, ales ae ee ae ae vous a. ee ra ms hie! rips 2 fal wees ee Lo : ; ; af M 
et mn EC RTE iy ae dk i 8 oP es Ter TEES ve Bie ie ee ge 
Sos Co <4 eee ae re ee : VOR: Bn, A PES Ay Re | (Se ee Oy ie FY ore a vf: h igi i's ey eee th ae 
fe et de OO ee oe FE a fae Ne ee 
Z Ane Oe ee , tie Se, ee Perec 4 Bd ee EN be. ge ae , a e3 
r3 ce Tight die t ee Ee a, ; ’ it Oy, ee = safe ae Ss ays 
SS Rae ae ep Ms > « en, ee el & a eek Se ae : 
7 _ 4 \ ae fare 
P be 


Se Ae 


20 


PSAP ici 


rae 7 : 5 ee 


ADVERTISING AGE 


December 28, 1942 


FCC's Fly, Super 
Salesman, Gathers 
Data on Stations 


Washington, D. C., Dec. 22. —| 
Chairman James Lawrence Fly of 
the Federal Communications Com-| 
mission this week continued into its | 
second month his campaign to 
secure additional advertising reve- 
nue for small, independent local 
stations suffering from a “drying 
up” of retail advertising revenues. 

At his weekly press conference 
Mr. Fly pointed out that big na- 
tional advertisers might have over- 
looked the peculiar advantages of 
telling their institutional messages 
over the smaller stations. 

“If you can get an audience that 
is all your own, particularly reliant 
upon your particular contact, the 
institutional advertising may be 
worth much more than on a station 
in a big city,’ he said. Asked 
whether he anticipated any diffi- 
culty in convincing advertisers of 
the value of the small stations, Mr. 
Fly said, “I am very optimistic 
about it.” 

The FCC chairman revealed that | 
he had ordered a special question- 
naire sent to all stations asking for 
figures analyzing the financial situa- 
tion of broadcasting stations, and 
that he hoped to have a preliminary | 
picture of the impact of the war on 
all classes of stations by mid-Jan- 
uary, some months before such ma- 
terial would normally be made 
available through the annual re- 
ports to the FCC. 

This material, Mr. Fly said, will 
be turned over to the radio bureau 
of the Office of War Information 
and to the Advertising Council to 
facilitate their study of the means 
of keeping small stations on the air. 


NBC Names Glascock 


National Broadcasting Company 
has appointed Mahlon H. G lascock | 
as commercial representative for 
Station WRC, Washington, D. C. 


| 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


| 


George H. Roeder, Gen. Manager 
SPOT SALES, INC. 
New York - Chicago - San Francisco 


|sponsor war 
|posters in each 


Simplified Control 


of Price Set-ups 
Planned by OPA 


Washington, D. C., Dec. 23.—The 
battered General Maximum Price 
Regulation will be replaced by an 
entirely new program of simplified 
control of retail and wholesale food 
prices early in 1943, retiring Price 
Administrator Leon Henderson re- 
vealed this week. 

Essential points of the new plan, | 
to be adopted for meat and soap in| 
January, will be: 

1. Fixed mark-ups for different 
types of retail stores, granting small | 
independents wider margins than | 
chains, still wider margins over 
super-markets. 

2. Actual dollars-and-cents ceil- | 
ing prices, established community- | 
by-community by OPA field offices, 
covering all meats and most other 
important grocery lines. 

3. Fixed wholesale markups. 


Reports Simplified 


Price differentials between com- | 
peting stores of the same class in 
the same area will largely be elimi- 
nated and retailers will be freed of 


the burden of reports, records, and | 
price calculations that have ham- | 
pered their operations during the | 
last year, according to Mr. Hender- | 
son. 

The system, which applies the 
price brakes at the production level 
instead of the retail level, and pro- 
tects existing margins instead of 
producing “squeezes” and “roll- 
backs,” will also permit adjust- 
ments for rising costs. 

Final details of the new regula- 
tions will be worked out with all 
branches of the food trades during 
the next month. The markups 
will be based on a thorough-going 
study of food margins by the De- 


| partment of Labor’s bureau of labor 
| Statistics. 


In addition to decentralizing the 
administration of OPA into field 
offices, the new program will re- 
quire an intensive, localized infor- 
mation program, with point-of-sale 
posters, printed officially by OPA 
for each area, carrying the estab- 
lished dollars and cents prices to 
the consumer. 


Reverses Advertising Rule 

The Michigan Defense Council 
has reversed an earlier stand against 
advertising tie-ups with civilian de- 


fense and has authorized Lt. Col. | 


Harold A. Furlong, state defense 
administrator, to act upon an OCD 


recommendation that local defense | 


councils cooperate in a promotional | 


campaign by the Outdoor Advertis- | 


ing Association of America. P. E. | 


Slayton, president of the Michigan | 


state association, explained that 
local businesses would be asked to 
education outdoor 


prominently 
poster. 


G-M Appoints Roberts 


displayed on each 


W. S. Roberts, vice-president and | 


|general manager of General Motors 
}of Canada, has been appointed 
assistant to B. D. Kunkle, vice- 


| president in charge of manufactur- 
|ing, General Motors Corporation at 


Detroit. William A. Wecker, for- 


|merly president and general man- 


ager of the McKinnon Industries 
unit of General Motors at St. Cath- 


}erines, Ont., has been elected a 


director and vice-president of Gen- 


jeral Motors of Canada, and ap- 
|pointed to succeed Mr. 


Roberts in 


Toronto. Thomas Cook, factory 


|manager of McKinnon Industries, 


has become president and general 
manager at St. Catherines. 


Staples Joins Gardner 

Laurence S. Staples, formerly 
vice-president of Ferry - Hanley 
Company, Kansas City, has joined 
Gardner Advertising Company, St. 
Louis, as an account executive. 
Kenedy Names Cole 

P. J. Kenedy & Sons, New York. 
publisher of “The Official Catholic 
Directory,” has appointed F. E. M. 
Cole & Son, Chicago, as midwest 
representative. 


community, with | 
jthe name of the sponsor to be 


Getting Personal 


G. W. Mason, president of Nash-Kelvinator Corp., Detroit, has been 
elected a regional v.p. of the National Association of Manufacturers. 

. And Max Schnieringer, art director for Charles W. Hoyt Co., New 
York, isn’t the least bit shy about admitting that his “Going Home” 
is hanging in the Artists for 
Victory exhibition now on view 
at the Metropolitan Museum of 
Art. . . John Dierkes, former ad. 
mgr. of the Kroeger Grocery & 
Baking Co., Cincinnati, is now 
serving in England with the Red 
> 

The title of Walter H. Gard- 
ner’s talk before the Peoria, IIl., 
adclub had plenty of lure. The 
g.s.m. of Keystone Steel & Wire 
Co. spoke on “Why I hate the 
boss”. . . E. B. Greenhaw, artist 
with Merrill Kremer, Inc., Mem- 
phis, won one of the grand prizes 
(a $300 war bond) in the con- 
test recently conducted by the 
Museum of Modern Art, New 
York. . . Gil Paltridge, KGO pro- 
motion mgr., is the new presi- 
dent of the San Francisco alumni 
chapter of Alpha Delta Sigma, 
national honorary adv. frater- 
nity... 

Capt. Hallett P. Kelley, son of 
Russell T. Kelley, Hamilton, 
Ont., was married Dec. 19 to 
Mary Marjorie Ewen in London, 
Eng. Capt. Kelley was formerly 
in his father’s advertising 
agency. . . Heading up the Red 
Cross’ New York drive are 
Thomas L. L. Ryan, prexy of 
Pedlar & Ryan, for the adver- 
tising, publications and graphic 
arts divisions, Richard Compton, 
Compton Advertising’s head, 
handles the agency section, and 
Richard Berlin of Hearst Publi- 
cations is directing the publications division. . . 

W. S. (Bill) Akin, Chicago publishers’ representative, is bursting 
his galluses over the grandson born to his daughter, Mrs. Lawrence 
Carey, Dec. 15 at Community Hospital, Geneva, Ill. . . 

One of the pleasantest parties of the holiday season was that given 
to Chicago advertisers and agencies at the Palmer House Dec. 21 by 
the farm paper representatives. When L. G. Tremblay, advertising 
manager for the Old Dutch Cleanser division of Cudahy, won a live 
pig, there were comments about carrying coals to Newcastle. . . 

DeW. H. (Jack) O’Kieffe, of Leo Burnett Co., has been hospitalized 
by a particularly virulent pneumonia germ, but late reports indicate 
that he is now making a good recovery. . . and Charles Stewart, adver- 
tising manager of Editor and Publisher, was able to return home for 
Christmas after an operation which kept him at Roosevelt Hospital 
for several weeks. . . 

When A. C. Nielsen Co. held its annual employes’ banquet Dec. 22, 
Art Nielsen, president of the company, followed the custom of the 
French generals in World War I by kissing the cheeks of all the 
female employes who got service pins for being with the organiza- 
tion seven years or more. The male employes had to be content with 
a handshake. 


i commeitiiinn 


THE RIGHT ANSWER 


Homer J. Buckley, head of Buckley, 
Dement & Co., Chicago, and pres. of 
the Tuberculosis Association, appeared 
as guest speaker on the "Quiz Kids” 
radio program and was photographed 
with 15-year-old Margaret Merrick, 
Quiz Kid star. He has helped promote 
national sales of Christmas seals for 
more than I5 years. 


| EXECUTIVES FETE HEDDA HOPPER 


In tribute to an excellent sales job, officials of the California Fruit Growers Ex- 
change recently tendered a farewell luncheon to Hedda Hopper, who has ended 


a three-year association with the exchange. Here she is receiving an orange 
juice toast from (left to right) Russell S. Simmons, assistant advertising manager; 
T. H. Powell, general sales manager, and F. C. Wilcox, assistant general manager. 


Sunkist, Lord & Thomas, and CBS officials attended the Hollywood party. 


Neville Miller, president of the Nat'l Assoc. of Broadcasters, has 
been named head of the radio section for the President’s birthday 
campaign for the anti-infantile paralysis fund. The name of the 
organization, incidentally, is the National Foundation for Infantile 
Paralysis, which seems to qualify as a prize misnomer. . . 

F. S. Dieterich’s 10 years with Mennen Co. were honored with a 
luncheon at the recent Mennen sales convention in New York. 
John H. Sweet, v.p. of Dickie-Raymond, has been discharged from a 
New York hospital after undergoing an operation. . . 

Among the 25 leaders of American opinion listed by publicist 
Edward L. Bernays in a speech to the Poor Richard Club of Phila- 
delphia were these from the publishing world: Arthur Sulzberger, 
New York Times; Roy Howard, United Press and the Scripps-Howard 
chain; Col. Robert R. McCormick, Chicago Tribune: Henry Luce, Time, 
Inc.; and William M. Kiplinger, whose Washington letter is the 
standby of many business men. . . 


Some F rills Gone. 
___. But Yosemite Will 
‘ven |Solicit Visitors 


| San Francisco, Dec. 23.—Although 
‘other resorts are closing to avoid 
transportation jamming, or because 
| war work, income taxes and an in- 
creasing manpower shortage dictate 
|their suspension for the duration 
Yosemite National Park, norther: 
|California’s fabulous beauty spot 
| will continue to do business at th: 
same old stand. 

That was the message of news- 
paper advertisements which ap- 
/peared in San Francisco and Lo 
Angeles newspapers in answer t 
the many questions Yosemite anc 
the Curry Company (operator o 
the park’s concessions) were beins 
asked. 


Provides War Relief 


In a letter signed by Don Tres 
sider, president of the Curry Com 
pany and Yosemite, the compan) 
declared that the park would con 
tinue to provide recreation for wa 
workers, business and professiona! 
people, men from the armed serv- 
ices, and a steady stream of ex- 
hausted veterans from the Pacific 
fronts. If skiing, sunshine, skating 
and mountaineering have therapeu- 
tic values, Yosemite has them in 
abundance, the copy noted. The 
park has developed a recreational! 
program designed to alleviate the 
strains of war and work, it believes. 

Things will be more informal, 
and some of the services and frills 
have been removed but “subject 
always to the limitations imposed 
by the war, our company fully in- 
tends, to the extent of its ability, 
to provide facilities and services for 
its guests, both winter and summer.” 

McCann-Erickson is the agency. 


Vancouver Papers 
Raise Prices 


The Vancouver Sun and Province, 
both evening papers, and the News- 
Herald, a morning paper, have an- 
nounced price increases effective 
Jan. 1. The newsstand price of the 
Sun and Province will be increased 
from three to five cents and the 
rate for home delivery from 76 cents 
to $1 a month. 

The News-Herald newsstand price 
will be raised from three to four 
cents, with home delivery 85 cents 
per month, instead of 65 cents as 
at present. 


Bradley to ‘Leader’ 


Brig. Gen. John J. Bradley, re- 
tired, has been appointed military 
‘editor of the Civil Service Leader 
|New York. Gen. Bradley will write 
'a regular column discussing prob- 
|lems and issues arising out of the 
| war. 


EYE CATCHERS 


Give us some Glamour! 


“WE ‘RE fed up on war stuf! 
besides we've got BEAUTY 
sell.” Here you are Buddy . . and 
this isn’t lush enough we'll try aga 


EYE*CATCHERS meets every situs- 


tion . . quickly 
in a high class manner. 


FREE proofs and subscription detat! 


No obligations. 


EYE*CATCHERS, Inc. new vor 


. inexpensively . . and 
Write now f! 
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Advertising in Australia 
eels Impact of ‘Austerity’ 


Cooperation Between 
Companies and Media | 
Is ‘Healthy Feature’ | 


Sydney, Dec. 1. — Australians 
have a word for the severe restric- 


tions imposed by wartime. It is 
“Austerity,” first called for by 
Prime Minister John Curtin, and 


it means a great deal to the news- 
paper, radio and advertising world 
Down Under. 

To newspapers, it means the re- 
stricted treatment of all sports news 
—particularly racing, which seems 
to be a prime divertisement among 
the Aussies. The prime minister 
has also asked that society news be 
sharply transformed, so that pic- 
tures and news notes of people not 
in uniform or engaged in war work 
are no longer published. A check 
of Australian newspapers reveals 
that nearly all of the principal Aus- 
tralian newspapers have complied 
with the request, and many had 
already done so. The Brisbane 
Telegraph, for example, has cut the 
space given to the two departments, 
including illustrations, to between 
10 and 15% of the space they oc- 
cupied before the war. 

Papers Reduced in Size 

Advertising has felt the change 
in size of Australian newspapers. 
Copy is now limited to 33% of Sun- 
day papers, and to 40% of dailies. 
Newspapers, of course, have suf- 
fered heavily 


shortage. Many papers are down 
from 63 to 70% of their prewar 
size. In pressing the _ directors’ 


report to the stockholders of Ade- 
laide News, Ltd., J. Stanley Murray, 
chairman, noted: 

“Proposals are now being con- 
sidered under which another cut of 
25% in consumption will be im- 
posed upon the newspapers in the 
Commonwealth early next month 
(October). The News will then be 
limited in size to 28 pages weekly— 
a reduction of 63% of its size in 
1939—and the Mail to 12 pages, a 
reduction of 70% of its prewar size. 

None from Canada 

“As no newsprint at present 
being imported from Canada, we 
are dependent on existing stocks, 
and on the output of the Tasmanian 
mills.” 

Newspaper News notes in its ad- 
vertising columns that advertising 
remains in a good position, that in- 


is 


stitutional copy continues to appear, | 


and that “the cooperation between 


SYNDICATE 
CCA ae aS 
MERCHANDISER 


79 Madison Ave., New York, N. Y. 


from the newsprint | 


advertiser and newspaper is a 
healthy feature.” 
A summary of the advertising 


losses in metropolitan dailies shows 
that for the 12 months ended June 
30, 1942, the papers carried 60.1% 
of 1940-41 linage, and 50.4% of 
1939-40 linage. 

The Australian government is the 
eighth advertiser in the metropoli- 
tan dailies. No comparable figures 
are obtainable, for records of gov- 
ernment placements were not kept 
during the other two years. 

A breakdown of the dailies’ classi- 
fication in order of volume shows 
more clearly the impact of the war | 
on Australian advertising. 

The Newspaper Picture 

All classes of advertising, with 
ithe exception of government pub- 
\licity which included War Loan and 
‘other campaigns, decreased during 
ithe period under review, the drop 
in oil and gasoline, motors and ac- 
cessories, and travel classifications 
being particularly marked. Beer, 
wine and spirits advertising was 
maintained during the early portion 
of the 12 months but receded fol- 
lowing imposition of certain bans. 
|\Space devoted to wearing apparel 
ldeclined rather substantially just 
|prior to the introduction of clothing 
rationing. 

Table below shows the volume of 
\various types of advertising during 
the past three years and also sets 
lout the daily average per paper. 
| These figures were compiled by 
|Newspaper News, Sept. 1. 

Austerity—which the Australians 
call “harsh, disciplined simple liv- 
|ing’—has had impact on various 
| classifications of advertising. For 
example: 

Restrictions Imposed 

In New Zealand, newspaper ad- 
vertising of liquor is prohibited ex- 
cept for 2x2'e-inch advertise- 
ments. And “no advertisement shall 
contain any matter calculated to 
encourage drinking among women. 
Advertising of liquor by picture 
screen or radio is prohibited.” 

In September, the Australian gov- 
ernment imposed restrictions on the 
advertising of contraceptives and 
medicines for the treatment of ven- 
ereal disease. Advertising of vet- 
erinary preparations was limited to 
an announcement of the price and 
type of the product, together with 
the source or sources from which it 
may be obtained. 

Brand names have been dropped 
by Australian petroleum companies, 
which now are formed in a _ pool, 
using the name Petroleum Pty. Ltd. 

Agencies Up to Date 
In a letter to Newspaper News, 
| Frank Goldberg, governing director 
| of Goldberg Advertising Pty. Ltd., 
one of Australia’s largest agencies, 
protests a statement that American 
agencies have all the techniques of 
market research and analysis and 
that Australian agencies have 
lagged in this respect. Australian 
advertising men, he says, have made 
frequent trips to the United States, 
and are familiar with American 
| technique (he singles out the Gal 


| 
| 
| 


|lup method for mention), and goes 


on: 

“For the time being, however, we 
are at war and the whole com- 
plexion of selling has changed. Ad- 


| vertising comes up against problems 


which daily become more serious. 
In this, Australia can teach Amer- 
ica, for the United States is only 
now beginning to experience diffi- 
culties with which Australia had to 
contend two and even three years 
ago. 

“We in Australia, for example, 
have already perfected a public re- 
lations-goodwill advertising tech- 
nique which America is now only 
beginning to adopt.” 

Meets Packaging Problems 

Like all other countries at war, 
Australia has been forced to shift 
packages from metal to paperboard, 
but unlike some countries, paper- | 
board in Australia is not an easily- 
available product. Consequently, 
paper salvage is a crusade in the| 
land Down Under. Annual produc- | 
tion of cardboard and wrapping 
paper is 72,000 tons and 55,000 tons 
respectively, and it is estimated that | 
the 65,000 tons of waste paper col- 


‘lected annually must be doubled. 


Despite the rigid requirements 
imposed by the paper situation, 
Australian newspapers have con- 
tinued to allot generous space to 
cabled news from the United States, | 


so that the Yanks under General | 
MacArthur may have news from 
home. | 


FTC Seems Mild 

False advertising claims are pun- 
ishable by fine in the Common- 
wealth. Some such misdemeanors 
recently listed are: Australian Fur- 
niture Distributors, Pty. Ltd. and its 
manager, fined 50 pounds each on 
June 19 for advertising a bedroom 
suite without mentioning a deposit, 
misrepresentation of the number of 
articles available for a set price, 
and claiming to be a “direct-to- 
public furniture warehouse” where- 
as it was actually a retail business; 
for having advertised “Furnished 
rooms to let, no children,” a woman 
was fined five pounds in Williams- 
town, Victoria; Gaynors Furniture 
Company, of Sydney, was fined ten 
pounds for having claimed in a 
radio advertisement that it had been 
established 30 years, whereas it is 
actually four years old. 

Trim Proprietaries 

And, in some respects turning 
back the clock of American adver- 
tising to the day when “Dr. Jacob's 
Elixir’ was a mainstay of advertis- 
ing, Australians are beginning to 
impose more and more rigid rules 
on proprietary medicine advertis- 
ing, as are the English. 

The over-all picture somehow 
seems to indicate that for Australian 
advertising, austerity is present for 
the duration. 


Appoint De Lisser 

The Globe-Times, Bethlehem, Pa., 
and the Morning Free Press, Easton, 
Pa., have appointed De Lisser, Inc., 
to represent them nationally. 


NBC Appoints Selzer 

Fred C. Selzer Jr., formerly with 
A. C. Nielsen Company in 
York, has been appointed 
division coordinator of spot sales of 
NBC. He succeeds Norman Noyes, 
who has joined the Army 


AUSTRALIAN NEWSPAPER LINAGE 


1941-1942 
Daily 
Avz 
per 
Inchage Paper 
Classified 1,303,447 280.2 
tetai! tis 900,522 192.8 
Amusements 399,133 85.4 
Patent Medicines 203,788 3.6 
ee ékeeneues 144,782 31.0 
EOD ixcaeawe 115,239 24.6 
Tobacco, Cigars 
«& Cigare ts 87 929 18 
Government 59,310 12.7 
| Household 
| Utilities 53,033 11.3 
jeer, Wines 
Spirits 52.604 11.2 
Motors & Ac- 
| cessories $3,963 9.4 
| Finance and 
| Insurance 42,115 9.0 
Wearing 
Apparel 32.578 6.9 
| Radio 12,824 2.7 
! Electricity 7,272 15 
(jas 5.694 1.2 
Tourist and 
BUEVGS sesees 5,33 1,1 
Oils and Petrol. 2.819 0.6 


*Not recorded 


1940 1%41 peag-po4qe 
Daily Doails 
AVE Avi | 
per peer | 
Inchage Paper Inchawe Paper 
1.840.808 $16.1 9 305,855 ;95 
1,915,222 432.7 2,143,698 458.6 
BOT 345 1 ) 7% ' 145.1 | 
20.461 72 ¢ 42 9 73 
231.73 2.3 PRB O05 HO05 
199,864 $5.2 eveele 
121,24¢ 27.4 0 81 | 
. * * . | 
. . . | 
90.760 20.5 104.294 99 | 
198.651 24 SO 74 61.4 
SO.051 18.1 10.427 
59,475 13.4 62,918 13.4 
97,829 6.2 29 440 6.9 
24,34 4 10,041 8.7 
13,077 2.9 17,047 
721 2.6 2 990) G8 
24,725 5.6 6.450 12.0 


Prices Made Permanent | 


New | 
western | 


21 
c——— November ——, % Gain -— Ist 11 Mos —, % Gain 
1942 1941 or Loss 1942 1941 or Loss 

Food Chains 
aJewel .. Pt i $ 4,671,055 $ 3,771,056 + 23.9 § 48,919,058 $ 36,771,057 + 33.0 
akKroger Groc. & 

Bak. Co 31,459,149 4.799.089 + 27.0 47, 878,050 275. 298.804 + 26.4 
aNational Tea 7,043,672 6.1 O58 15.1 83,262,614 64,795,004 + 28.5 
aSateway 46,382,611 40. 943, S58 t 06,661 448,675,537 + 23.3 

Group Total $ 89,556,487 $ t 9 8.4 $14 66,383 $ 825,540,402 6.2 

Mail Order 
TSears, Roebuck $ 85,009,852 $ SS,962.972 14 $ 
Spiegel 4.609.052 7.301.247 “4 
tMontgomery Ward 68 i So4 6 i4 l 8.0 

Group Total $158,014,798 $159,608, 930 1.0 $1 

Drug Chains 
SCTOWM .6s.: sacl 842,501 $ 778,700 8.3 9 
Walgreen os S,O77,185 (,LoS8S,077 + 19.8 

Group Total $ 419,686 § 7,937,4 1s $ 

Variety and Miscellaneous 
Bond Stores $ 761,734 § 5,349,021 ly ‘ s,000 § 9,653,579 1.4 
Butler Bros TI,S27,818 9,654.48 1 yo Ne 97,547,061 l 
Consolidated Retail 

Stores . 1477,716 1,006, 7¢ 165.8 1 s13,4¢ 10,294,647 + 29.3 
Fishman, M HW 45,151 1H0 ’ Race 151,10 4,398,219 17.1 
Grant, W. T 14,382,186 12,1 1 1s 128.6604, 688 104,709,715 +229 
tGreen, H. L »,68 0 4.809, 204 16.1 #8, 586, 5¢ 40,751,872 18.7 
tinterstate Dept 

Stores 4 7aa “ 444 le ) 1¢ 24,758,096 21.7 
Kresge, S. 8 17,783,282 15,847,758 12 168,30 1 146,554,871 14.8 
Kress, 8S. H 11,046,349 8,458,093 rt 8.561,40 84,013,613 17.3 
Lane Bryant, Ine 18 at 1,589,442 1 1 Lut 15,691 ” + 35.6 
tlLerner 658,960 4.217.724 ‘.3 0,638,104 18,704,304 10.8 
MeCrory 648,001 4,654,913 21.3 52,148,810 43,614,826 19.6 
tMcLellan Stores 2,954,488 2,4 06 21.4 24 GOS 695 °21.026.586 + 18.4 
Murphy, G. © 6,719,361 5,608,205 19.8 64. 718.408 52.616.742 2H 
Neisner Bros OOS,856 405,079 4.2 27,681,906 1,698,678 + 27.6 
Newberry, J J 6,861,771 6,523,069 24.3 64,045,257 ® 605.818 + 21.7 
Penney, J. © $0,426,241 40,417,2 22.3 12H, 953,04 18,051,604 14.2 
Rose's £ 10 & Phe Hon 099 734,623 + 22.9 7,83 so 6,260,288 5.8 
Sterchi Bros 490,388 LL 064 6.1 073,295 6,572,987 28 
Western Auto 41,011,000 6,265,000 tH.0 1 225,000 62,921,000 18.6 
Woolworth, F. W 86,376,475 33,776,048 i SS O7¢ 314,¢ 930 + 14.1 

Group Total $194, 879,691 $169,070, 793 + 15.0 $1,799,649,997 $1.507,078.975 19.4 

Combined Total. .$451,370,662 $412,249,159 + 9.5 $4 0.385.624 $3,793,735,71 12.0 

aFour weeks and 48 weeks 

tYTen month period 


*Two month period 


Injunction Against Ward's Moves to Sacramento 

Colonial Grape Products Company 
of California has moved its offices 
to Sacramento, Cal. This action 
follows the recent sale of the com- 
pany’s winery plant at Elk Grove 
to Schenley Distillers. The 


A permanent injunction restrain- 
ing Montgomery Ward & Co., Chi- 
cago, from selling merchandise at 
prices in excess of the ceiling rates 


has been issued by Federal Judge | ~~ com- 
John P. Barnes. The company last pany will continue to operate its 
month did not contest a motion by Cordova Vineyards at Mills, Cal. 
attorneys of the OPA for a tem- aE 

porary injunction. Montgomery un : 

Ward attorneys said in brief filed May Fo dation Moves 


then that the company had ordered , George S. May Business Founda- 
refunds to all customers on items | * wel : 
listed in excess of ceilings in the| from 2600 North Shore Ave. to 111 


new catalog issued late this year. S. Dearborn St. 


tion, Chicago, has moved its offices 


The OPA suit charged that the 
catalog contained 157 articles for 
which prices higher than the ceiling 
prices were posted. 


New A.C.A. Directory 


— READY IN DECEMBER 
McCarney Named 


Ray McCarney, 


advertising man- 


iger of the Catholic Standard and Ww he rl 
| Times, Philadelphia, has been ap- the work of free- 
pointed eastern representative of the lance artists, to- 
y To Inia » ‘ : gether with their 
Catholic Universe Bulletin, Cleve- Ze? names and ed 
lland, and the Catholic Chronicle, , dresses. A great 


variety of select 
ed art talent tor 
the art buyer 


ORDER NOW! ono 


four valuable copies 


| Toledo. 


CJGX Names Stovin 

Stovin and Wright, with offices in | 
Toronto, Montreal and Winnipeg, 
has been appointed exclusive na- | 
tional representative in Canada for 
Station CJGX, Yorkton, Sask. 


ASSOCIATED CHICAGO ARTISTS, INC. 


Dept. AA, 640 NORTH MICHIGAN AVE. CHICAGO, ILL 


| 


p> A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
>> COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
->TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


p 


LTHOGRAPHED DISPLAYS 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 
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Close Check of Data 
Valuable to Enemy 
Proves Workable 


Washington, D. C., Dec. 22.—One 
year ago the press, radio and adver- 
tisers had one major fear—censor- 
ship. 

Their fears were relieved mate- 
rially by President Roosevelt’s ap- 
pointment of Byron Price, executive 
editor of the Associated Press, as 
Director of Censorship, and his deci- 
sion to let editors and broadcasters 
act as their own censors, “applying 
the dictates of common sense.” 

To facilitate voluntary censorship, 
Mr. Price in January issued codes of 
wartime practices for the press and 
radio, which with revisions in June, 
have guided the decisions of some 
2,500 daily newspapers; 11,000 
weeklies; 13,000 house organs; more 
than 2,000 business, professional, 
and _ scientific publications; more 
than 900 broadcasting stations; and 
all forms of advertising. 


Small Staff, Budget 


To coordinate the job of voluntary 
censorship Mr. Price selected a 
working staff of fewer than two 
dozen newspapermen, broadcasters 
and stenographers and set up only 
one office, with an annual budget 
under $140,000. 

During a year at war there have 
been complaints. Newspapermen 
and columnists have criticized the 
government for withholding for two 
weeks news of President Roosevelt’s 
tour of the nation in September. 
Others have questioned the neces- 
sity for withholding full details of 
the Pearl Harbor disaster for a year. 
But on the whole, operation of vol- 
untary censorship has been one of 
the outstanding successes of Ameri- 
can participation in the war effort. 

Advertisers and advertising agen- 
cies have shared in the responsi- 
bilities and the success of voluntary 
censorship. 


Price Commends Copy 

Early in 1942 Mr. Price pointed 
out that it was not the desire of the 
Office of Censorship to diminish the 
effectiveness of advertising. 

“We believe that the story of the 
American war effort is one which 
should be told properly by every 
medium at hand,” he said. “Ameri- 
can industry will benefit by any- 
thing which will help accelerate the 
tempo of our war accomplishment. 
Advertising, properly conceived, can 
help speed the industrial effort, as 
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4:5 5. WABASH AVE, CHICAGO 


‘Common Sense’ Stands 


Out in U. S. Censorship 


it has in the past been a tremendous 
factor in promoting the American 
system of mass production. 

“The advertiser must realize, of 
course, that he shares equal respon- 
sibility with the editor and the pub- 
lisher for suppressing information 
that the enemy could use to inflict 
damage on our forces, or sabotage 
on our industrial war effort. 


Watch Illustrations 


“Manufacturers of material and 
equipment used by our military 
forces should guard against specific 
disclosures of plant facilities, either 
in copy or illustrations. They should 
not reveal specific details con- 
cerning the nature or the type of 
material or equipment they are 
producing. They should not reveal 
production progress in specific fig- 
ures. They should not reveal their 
stocks and surpluses of raw mate- 
rials. They should not describe new 
designs, or new processes, or even 
new experiments with new designs 
and processes. 

“However, advertising copy can 
stress the skill and the inventive- 
ness of the engineer, or the chemist 
and the designer, in general terms. 
Advertisers can describe the extent 
of manufacturers’ facilities, without 
specific disclosures of plant loca- 
tions, or of the nature of production, 
or of the performance of their pro- 
duction.” 


No Revision Needed 


Experience of the Office of Cen- 
sorship during its year of existence 
has revealed no need for a distinct 
code of practices for advertising. 

Both the Army and the Navy 
have, however, issued orders and 
bulletins on the use of their per- 
sonnel, insignia and photographs, as 
well as the disclosure of information 
on production in commercial adver- 
tising, corporation reports and house 
organs. Marine and Coast Guard 
regulations are identical with those 
of the Navy. 

The Office of Censorship’s radio 
and press codes suggest that editors, 
broadcasters and advertisers act as 
their own censors, applying the dic- 
tates of common sense. It is recom- 
mended that they ask themselves, 
“Is this information I would like to 
have if I were the enemy?”, and 
then act accordingly. 


List Valuable Data 


The codes list certain classes of 
information which would be of 
obvious value in enemy hands. 
They do not deal with editorial 
opinion or criticism of the govern- 
ment, but are confined solely to the 
distribution of information. 

The codes rest on the assumption 
that certain kinds of information 
should be published only when offi- 
cially disclosed. The reasoning for 
this assumption is set forth in the 
code for the press: 

“Special attention is directed to 
the fact that all of the requests (in 
the code) are modified by a proviso 
that the information listed may 
properly be published when author- 
ized by appropriate authority. News 
on all of these subjects will become 
available from government sources; 
but in war, timeliness is an impor- 
tant factor, and the government 
unquestionably is in the best posi- 


tion to decide when the disclosure 
is timely.” 


Verbatim Items 


| Printed subjects for 
| censorship covered by 
are: 


voluntary 
the codes 


closure of the size, location, move- 
|ments, or weapons of our fighting 
forces. 

(2) Ships—movements, identities, 
|details of construction and prospec- 
jtive launchings of naval and mer- 
|}chant ships. 

(3) Enemy attacks—only official 
|statements should be published re- 


| 


The Diary 


of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


December 14. Read over the typed copy 
of an ad which I had written last night, 
and knew it was wrong. Went over it 
again and again before I was willing to see 
that I had fallen into one of the oldest traps 
of the copywriter’s mind. Smack in the 
middle of the copy I had attempted to 
expound a pet idea of my own, which had 
only a tenuous connection with the theme. 
Once I faced up to that fact, and ruthlessly 
weeded out my pet, the copy flowed 
smoothly to its ordained end. 


December 15. Lunching in a _ fashion- 
able New York restaurant I was reminded 
again how much we need a social atlas of 
the United States. Markets are formed not 
so much by geography, age, sex, or income 
as they are by social groupings of every 
kind. It is the standards set by the differ- 
ent groups to which we _ belong—trade, 
lodge, church, neighborhood, etc.—which 
really set most of our habits. Discussing 
this one day with a noted anthropologist, 
who held that the group was the key to 
every individual’s life, he said it would 
take at least two years of hard work just 
to make a list of all such groups in a coun- 
try as complex as this one. 


December 16. The year’s billing figures 
are now about complete. They show, by 
the grace of God, that we have had the 
biggest year in our history, with the largest 
net profit before taxes. So draws to a close 
a year that began with many dire prophe- 
cies of gloom, and again most of the things 
we have feared have not come upon us. 


December 17. Two years ago I suggested 
to an advertiser that he hire an economist 
as a permanent member of his staff. He 
was mildly interested in the thought, but 


to find him such a man. More and more 
the rugged individualists are coming to see 
that there are forces beyond their control 
and ken; that these forces make up the 
social climate in which they have to work; 
that it is essential to try to foresee the 
direction in which these forces are travel- 
ing, and that alone they are ill-equipped 
to do so. 


December 18. It seems likely to me that 
next year the biggest single classification 
of advertising will be that which is selling 
ideas instead of goods. Included in this 
will be industry-financed advertising for 
government. Both our publication pages 
and the radio disclose the growing pains 
which our writers are having in adapting 
to this fact. Some of them are going pretty 
far afield for their subject matter, and are 
slopping over with their “fine” writing of 
it. I still think the best bet, and the 
patriotic one, is to find for each advertiser 
the logical home front field to which he 
can make an informative contribution. 


December 19. Hauled a truck load of 
hogs to market and collected an average of 
$27.15 per head. Having started them as 
weaners at an average cost of $4.35, I came 
tooling home at sundown, composing in my 
head a poem on farming as a way of life. 


December 20. Leon Henderson’s going 
to pacify Congress, but it will not change 
the fact that rationing is going to make 
government a burr under every citizen’s 
saddle. It is interesting to speculate on 
what this will do to political trends. My 
guess is that it will tend to reverse the 
tendency of the past ten years to look to 
an all-wise, all-powerful government for 
the solution of all our problems. Also that 
the business man may regain some lustre 


(1) Troops—no unauthorized dis- | 


did nothing about it. 


Today he asked me 


by contrast. 


ments or new characteristics of our 
fighting planes, or the activities of 
the Civil Air Patrol or the ferrying 
command should be published only 
on official authority. 

(5) Fortifications — location and 
nature of fortifications, bomb shel- 
ters and camouflaged objects should 
be published only when announced 
officially. 

(6) Production — rate of produc- 
tion; amount of contracts; number 
of units made per week, month or 
year; future predictions; and tech- 
nical information on new develop- 
ments, new production methods, and 
substitute materials are subjects 
which advertisers should treat with 
especial care, and publish only after 
review by proper authority (Office 
of Censorship, review branches of 
public relations bureaus of the 
Army or Navy). Subcontractors 
should not reveal their prime con- 
tractors, unless their products are 
standard or interchangeable, with- 
out proper authority. In no case 
should details of restricted, confi- 
dential or secret equipment be pub- 
| lished without specific authorization. 
Aid to the enemy and sabotage are 
the principal reasons for utmost 
care in these fields. 

(7) Weather—a few drops of rain 
lat El Paso, high winds at Kansas 
City and a snowfall in Detroit will 
indicate te enemy ships which parts 
of the tlantic Coast will have 
|}rough wether or fog a day or two 
llater. "1e radio branch of the 
| Office of Censorship points out that 
simple changes in grammar can 
often render harmless an inadver- 
tent weather disclosure in a com- 
| mercial announcement. For exam- 


garding the sinking or damaging of | ple, “Could you start your car this 


other enemy 


airfields, and war plants. 
(4) Planes — disposition, move- 


ships from war causes; or regarding | morning?” an advertiser can substi- 
damage to military 
objectives such as docks, railroads, 


tute, “Can you start your car on 
|cold mornings?” without lessening 
|his selling effectiveness. 

(8) Photographs and maps — the 


need for specific government au- 
thorization of material of this kind, 
especially aerial or panoramic views 
of plants, is obvious. 


Common Sense Guides 


In general, common sense and a 
careful check of the codes will be 
sufficient guidance for any adver- 
tiser. 

When in doubt advertisers may 
secure prompt help in interpreting 
borderline cases by submitting 
rough layouts and typed copy to the 
Office of Censorship, or if a specific 
service is involved, to the appro- 
priate review branch, bureau of 
public relations, War Department, 
or Navy Department, Washington, 
D. C. Proper contacts are listed in 
“An Advertising Man’s Guide to 
Washington,” on page 47 of the Dec. 
21 issue of ADVERTISING AGE. 


Admitted to ABC 


The Audit Bureau of Circulations, 
New York, has announced the fol- 
lowing additions to its membership: 
advertiser, Standard Oil Company 
of California, San Francisco; local 


advertiser, City Savings and Loan 
Association, Chicago; daily news- 
|papers, Ledger, Mexico, Mo., News, 
Vallejo, Cal.; magazines, Barron’s, 
New York, Air News, New York: 
business papers, Aeronautical Engi- 
neering Review, New York, Modern 
Lithography, New York, Ohio Tav- 
ern News, Columbus, O., Wines and 
Vines, San Francisco: and farm 
paper, The Ledger, London, Ont. 


lovva Rations Liquor Sales 


The Iowa Liquor Control Com- 
|mission has begun rationing of 
whisky at the state-owned liquor 
stores, with purchases limited to 12 
quarts a month per customer. In 
addition, the commission has sug- 
gested to store managers that they 
limit the number of bottles of any 
one brand sold to a customer. 


Award to ‘Monitor’ 

The Maria Moors Cabot silver 
plaque for distinguished service in 
the field of inter-American relations 
was awarded to the Christian Sci- 
ence Monitor Dec. 8 at a luncheon 
given by the graduate school of 
journalism of Columbia University 
at the Waldorf Astoria in New York. 


Promotes Townsend 
Paul H. Townsend has. been 


named vice-president and general 
manager of the Huron Portland 
Cement Company and will have 
supervision over manufacturing, 
sales and accounting. Mr. Town- 
send has been with the organization 
since 1919 and has been general 
manager since 1940. 
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STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


ee eee 


Decer 


Sur 
Hit 
Ma 


call f 
sertio 
inno.L 


The 
radio 
cans,’ 
three 
split 
orang 

Ma 
carrie 
also 
Satu 
whic! 
metr 
will 
and 
Sunk 
bulle 
ters. 

As 
catio 
“Bes 
be } 
adve 
that 
the 
nize 
kist 
reco 
men 
min 
nutr 
base 
tests 
Cali 
mor 
as 


vita 


4 ee ia * saat . 
‘ a ce ' ms ae ares ee te ee a spilctinchy ie 4 Up wage = Fab aes ee am ‘sige! ee f ete Ce ee 6 Sig hy yw = io ul, mF ae es r, oy, at . va 
ae a ee a 4 ee Se eye AR sae Fae Ree er te RR eS Se oe ee cate ok > oi A ia teeta ae ee ce ha re ae ren Lap 
Zz . ee 
a Pe irueaaemniaa pant az. _ LLL 
‘ 
Saves * ee 
ae -_ 
oo 
: is Po 
ee i. | Po 
—s a a 
| ; 4 a 
7 
ae + | 
. - ae 
Some ae 
ee 
— 
; 
| ° 
ea 
see 
es 
ae : 
_ : | 
5 
) ar pais 
_ thre 
i, user 
5 run 
jueiien Se 38 je = 
by, ‘ie : for 
ai bui 
a ee 
; é r infe 
a. age 
but 
hea 
= A 
"4 use 
a anc 
a . kis 
7 po cor 
: ee ton 
shc 
; useé 
" 1. 
mr 
i te a len 
: Wi 
‘vi oe a ——— a rrrEEE nnn 
x Sige Ts lax 
ope tne 
Pes tre 
: as for 
me 
he 
| on 
ter 
| | 
. ee Th 
ye | Li 
a | Th 
ee fy | Th 
Fene fs f Ae 7 I 
< j 
Pl 
, : . - 5 
+t, 3 « 
ar : - . 
a Sie. “a = “ad *", 
a te a ‘ . 4 x, Pe 
ay 2 r ; « | 
2 ’ ’ | Pe t 
ol bs is fr is - 
fe = aes Ye ce J i : ‘ 
; & Key : 
ia STOCK 
= PHOTOS _ —“—sisSC—sY 
f 
vt | OE 
. ; —_ pe 
peer | 7 
leat | 
os. 
ae Oe TA ee eee hs FE tt er ke ee 1 IE tg ER ae GCG, Oo eae es RM ot CE ee yen te ere LY ace | 
=. = fag ee ee Ngee ts phe Re eg ich Saki aes eg Al Raa ge be ee é eGietkedd PN ee ae, een | oe ee ee ‘ Cee gr Tig ee TT Sc fee ee AEE Sng 
gt ae CARS See ee Oe gee et ee ens y OE ee. Wen eee! teeter ey 2 alltera A) B i OS, I ce <BR Tey Ss So Soca, 4 x te ‘Sal pee: a Se >; es Bt Ariel ie tae ees Miphe Re See ee ene wee 
Po Ie ba ¥: & Senet ar ee ak 2g ae ete eo Te cee e seach ope Geis ee : eat ge "ty 24 Bos ae i ae Bip ati aie ee -T) a 


oer er name 


oe ee er ne nn nee ee eg eee 


9 


December 28, 1942 


' eesanadietpaee F ¥. 


ADVERTISING AGE 


23 


Sunkist Promotion 
Hits Faster Pace; 


Many Media Share 


(Continued from Page 1) 


call for both daily and Sunday in-| 
sertions, with exact schedules to be 
innounced later. 


Split Commercials 


The new Exchange - sponsored | 
radio program, “Today at the Dun- 


eans,” heard over 41 CBS stations 
three days a week, will continue to 
split its commercials between | 


oranges and lemons. 

Magazine advertisements will be | 
carried in Parents’ Magazine and 
also on two back covers of The 
Saturday Evening Post, the first of | 
which appeared Dec. 9. In four 
metropolitan cities, Sunkist navels 
will be featured on painted boards, | 
and in New York City and Chicago | 
Sunkist copy will appear on wall 
bulletins in dominant shopping cen- | 
ters. 

As a result of consumer identifi- | 
cation surveys, the Sunkist slogan, | 
“Best for Juice and Every Use” will | 
be prominently featured in every 
advertisement. The surveys showed 
that in the spring of 1942 45% of 
the consumers questioned recog- 
nized the slogan as applying to Sun- 
kist oranges, compared with a 5% 
recognition in 1941. The advertise- 
ments will also headline “High Vita- 
min Orange Juice,” featuring the 
nutritive value. This copy will be 


based on five years of laboratory 
tests which are said to prove that 
California navel orange juice has 
more vitamins A and C per glass, 
as well as protective amounts of 
vitamin B, and calcium. 
Test Copy Adopted 

The 1942-43 winter lemon cam- 
paign, running from December 
through March, will follow copy 


used successfully in test campaigns 
run in Wichita, Kan., and Spokane, 
Wash. This copy features lemons 
for use in relieving constipation and 
building up the system to throw off 
infectious colds. Food and bever- 
age uses have not been forgotten, 
but they will be secondary to the 
health uses. 

After three years of advertising, 
use of lemon-and-water and lemon- 
and-soda has increased 60‘<. Sun- 
kist reports that this group of 
consumers represents the best cus- 
tomers in terms of volume. Surveys 
show that the lemon-and-water 
user consumes an average of almost 
14 lemons per month, and_ the 
lemon-and-soda user, six and a half. 
With 66% of the population using 
laxatives in one form another, 
the laxative group represents a 
tremendous market. Lemons used 
for relief of colds also have a large 
market, according to surveys which 
how that 75% of the people have 
one or more colds during the win- 
ter months. 

Lemon advertising will appear in 
The American Weekly, Collier's, 
Life, The Saturday Evening Post, 
This Week Magazine and the First 
Three Markets Group. Car cards 
vill be employed in 105 markets. 

The exchange recently completed 

new merchandising movie, filmed 

color and sound. It takes up 
oduce display problems and shows 
etailers the proper handling, trim- 
ing and display of all items nor- 
ally handled on the retail produce 
tands. 


or 


Lord & Thomas handles the ac- 
unt. 
A 
MARIA KRAMER 
L HOTEL 


HOME with every comfort 


and not a care... 


ore LINCOLN 


44th to pe Street at a” Ave. 
pacious Rooms with § | 

! 400 Private Bath & Radio wa 

John L. Horgan, Gen. Mgr. C1 6-4500 | 


CARNATION SIGNS UP ONCE AGAIN 


Pe ae 


For the !2th time, Stanley Roberts, advertising manager, Carnation Co., signs a 
renewal for the company's Contented program broadcast on NBC Mondays at 
9 p. m., CWT. Looking on are Harry C. Kopf, vice-president and general man- 


ager, NBC central division; Percy Faith, 


orchestra conductor; E. M. Hoge, NBC 


salesman handling the account; and Harry Gilman, radio director, Erwin, Wasey 
& Co., the agency. 


Rationing Doesn't 
Faze Standard 
Brands or Others 


New York, Dec. 22.—Four big 
brand names have renewed thei 
contracts with National Broadcast- 


ing Company for the coming yea! 
In the face of beverage rationing, 
Standard Brands will continue the 
“Chase & Sanborn Hour” for Chase 
& Sanborn coffee and “One Man’s 
Family” for Tender Leaf tea, over 
the full network. J. Walter Thomp- 


son Company directs the Chase & 
Sanborn program, aired Sundays 
from 8 to 8:30 p. m., EWT, and 


Kenyon & Eckhardt handles Tender 
Leaf tea. 
Coast Program Renewed 
General 
through 


Foods Corporation, 


Benton & Bowles, 


has re- 
newed its “Night Editor” program 
over six Pacific Coast stations, 


heard Thursdays at 8:15 p. m., PWT. 
Also Continue 


Sealtest, Inc 
Company will 
shows. Rudy Vallee 
Seaitest on Thursday 
69 NBC stations at 10 
McKee & Albright, 
agency. The “Fitch 
aired Sundays at 7:30 to 8 p. m., 
EWT, over the full network, is 
directed by L. W. Ramsey Company 
for Fitch hair tonic and 


, and the F. W 
also continue 


Fitch 
their 
heard 
nights 
p. m., EWT. 
Inc., the 
Bandwagon,” 


fol 


over 


IS 


shampoos 
Gets New Backer 


“Adventures of the Thin Man,” 
formerly sponsored by the Jergens 
Company on NBC for Woodbury 
face cream and powder, has taken 
on a new backer and moved to Co- 
lumbia Broadcasting System. The 
new series of adventures will be 
aired Fridays at 8:30 to 8:55 p. m., 
EWT, for Post Toasties, a 
Foods product. 

Jergens’ new show, “Mr. and Mrs. 
North,” makes its debut Wednesday, 
Dec 30, 8 p. m., 126 NBC 
stations 

Lennen & Mitchell is the agency. 


General 


at over 


Products Change 

When “Snow Village” replaces 
the daytime serial, “Against the 
Storm,” on Dec. 28 (NBC, Mondays 
through Fridays, 11:30-11:45 a. m., 
EWT) the broadcasts will promote 
White laundry soap for Procter & 
Gamble Company Beginning on 
the same date, “Right to Happiness” 


(NBC, Mondays through Fridays, 
3:45-4 p. m., EWT), also spon- 


sored by P&G, will promote Ivory 
soap. Both programs are placed 
through Compton Advertising. 
Will Greet Druggists 

Holiday greetings to retail drug- 
gists will penetrate the air waves on 
Christmas Day and again on New 
Year’s Day from Plough, Inc., on 
behalf of Penetro Products and St. 
Joseph aspirin. Spot announce- 
ments against a musical background 
will be aired several times on both 


days over 284 stations, coast to 
coast, to honor the druggists who 
know no holiday in guarding the 


nation’s health. 
Sponsors News Show 


Barbasol Company has decided to 


continue its broadcast of news for 
Barbasol shaving cream, but has 
switched from Arthur Godfrey to 


John B. Kennedy. Kennedy is heard 
every Monday, Wednesday and Fri- 
day from 6 to 6:10 p.m., EWT, over 
37 CBS stations. Erwin, Wasey & 


Co., New York, directs the account 


Gillette in the Sugar 


There’s no shortage of razors and 
sugar far as football fans are 
coneerned, for Gillette Safety Razor 
Company has taken the whole Blue 
Network for the first time to sponsor 
the Sugar Bow] broadcast from New 
Orleans This is 


as 


the fourth year 
Gillette has sponsored this game 
which will be broadcast on Jan. 1 
beginning 3:15 p.m., EWT. Maxon, 
Inc.. handles the Gillette account 


New Advertising 
Technique Shown 
at N. Y. Exhibit 


New York, Dec. 22.—A study of 
three-dimensional techniques being 
taught at Coopei adver- 
tising design placed on 
display at the of Science 
and Industry 

Fourth-year advertising students 
are taught industrial design to learn 


Union for 
has been 


Museum 


to work in three dimensions and 
to handle machine tools, jig-saw, 
lathe, and drill press The com- 
mercial use of “sculptural” adver- 
tising offers interesting possibilities. 
Not only window and lobby dis- 
plays, but photographic reproduc- 


tions of fashioned in 
other material, can 
be used by the advertiser for atten- 


tion value or “eye-food.” 


these designs 
wood, fabric or 


The advertising students in in- 
‘ustrial design class at Cooper 
Union are now working on wat 
bond and USO displays as well as 
civilian defense and scrap drive 
poster 
Takes Full Net 
for One-Time Shot 

Keynoting the program to the 
product, Prince Matchabelli Per- 
fumery, New York, took the full 
Columbia Broadcasting System’ 


network for a five-minute, one-time 


shot Sunday, Dec. 20, to symbolize 
the new perfume, Stradivari,” 
through the artistry of four violin- 


sts playing on genuine Stradivarius 
instruments. The broadcast pre- 
ceded the regular Philharmonic 
program at 3 p. m., EWT 

Morse International, New York, 
directs the Matchabelli account. 


Manhattan Names Nelson 

Clarence E. Nelson has been ap- 
pointed sales manager of Manhattan 
Shirt Company, New York. He for- 
merly was associated with The Hat 
Corporation of America, Lord and 
Thomas, and O'Dea, Sheldon & 
Canaday. 


WPB Scurries 
fo Clear Paper 
Order by Jan. 1 


(Cortinued from Page 1) 


AFL Names 9-Man 
Group to Plot a 
Postwar Course 


Washington, D. C., Dec. 24.— 
President William Green of the 
American Federation of Labor today 
named AFL Vice-President Matthew 
Woll chairman of a nine-man 


as 


contested any move to freeze paper postwar planning committee to in- 
consumption at 1941 or 1940 levels. vestigate and report on these sub- 


The order in the works will do little 


to disturb competitive positions 
within various groups. 
Conservation measures to be 


taken will follow a variety of pat- 
terns. Many publications are ex- 
pected to cut weight of paper, trim 
borders, eliminate bleeds. Some 
page sizes will be reduced. Ocher 
publications are expected to pare 
their circulation lists to eliminate 
“fat’—unproductive classes of read- 


ers. 
Roto May Go 


Newspaper publishers have dis- 
cussed dropping rotogravure sections 


and curtailing Sunday supplements, 


as well as eliminating outlying cir- 
culation. The New York Times, for 
example, raised its out-of-town 
rates last Sunday as the first step 
in anticipation of the paper cuts. 
Time, Life and Foriune 

announced programs for limiting 
their size and raising advertising 
rates. 


CATALOG MAKERS NOT 
YET TOUCHED BY ORDER 


Chicago, Dec. 24 While maga- 
zine industry advisory committee 
members in Washington, D. C 
recommended to WPB a flat 10 


reduction in paper use by each pub- 
lisher during 1943 as 
1942, mail order 


compared with 
catalog and direc- 
tory advertisers indicated here to- 
day that such curtailment has 
vet been proposed to them, 
The 1943) pulpwood = supply 
been estimated at 20,000,000 cord 
North America, while current 
consumption is at the rate of 25,000,- 
000 cords annually The WPB 
pointed out, however, that the pulp- 
wood figures did not necessarily 
indicate a proportionate cut in print 
pape. upplies, 


no 


has 


in 


because 


of inven- 

tories now on hand and other fac- 
tors 

No Directory Change 

An official of Reuben H. Don- 

nelley Corporation, which compiles 

a large share of the directory adver- 

tising, said that no suggestions re- 


garding a percentage curb had been | 


made by WPB. He added, however, 
that the company had already sub- 


stantially reduced the weight of the | 


paper used in its metropolitan direc- 
tories, and = said that shrinking 
classifications would probably lead 


to less 
1943 

Se irs, 
spring 
in the 
asserted 
proached 


paper being consumed in 


Roebuck & Co., whose 
and summer catalog is 
process of 
that it had 
by WPB 


being printed, 
not been 
Due 


ap- 


to a 


dwindling supply of goods, catalogs | 


are expected to be leaner next year 


than 


in the lush times of plenty, 
despite the additional space given | 
“soft lines.” The actual size of the 
catalog is a closely-guarded secret 
until the books are in the mail, but 
a Sear official admitted that “it 
won't be larger than last year’s, and 


the outlook is for a smaller book.” 


Catalogs May Be Late 


Montgomery Ward & Co., which 
has its troubles not only with the 
War Labor Board and the Office of 
Price Administration, but in print- 
ing its catalog ince the printing 
trades unions are trying to unionize 
R. R. Donnelley & Sons by refusing 


to handle Donnelley-printed mate- 
rial in unionized plants—likewise 
had no word from the WPB. Sears, 


Roebuck also prints with Donnelley 


and has likewise been affected In | 
the meantime, since War Labor] 
Board orders have put the unions 


back to work, pending the outcome 
of the Donnelley 
are continuing in production. Gen- 
erally in the mail around the first 
of February, they probably will be 
delayed a couple of weeks by the 
printing trouble 


now | 


case, the catalogs | 


recently |Columbia 


jects: 

1. Labor representation 
peace conterence. 

2. Specific labor proposals to be 
incorporated in the peace treaty. 

3. A broad program of postwar 
reconstruction to prevent a disas- 
trous depression. 


in the 


4. Expansion of social, economic 
and political security for America 
and the peoples of all lands. 

“I firmly hope that through the 
findings of this committee the Amer- 
ican Federation of Labor will be 
able to show that labor is measur- 
ing up to its responsibilities and is 
capable of exerting real leadership 
for a better world,” Mr. Green said. 

Membership includes David Du- 
binsky, president, ILGWU; Agnes 
Nestor, director of research and 
education, International Glove 
Workers Union; Dr. John Childs of 
University, American 
Federation of Teachers: Harvey 
Brown, president, International As- 
sociation of Machinists; George M. 
Harrison, president, Brotherhood of 
Railway Clerks; Richard Gray, sec- 
retary, International Union of 
Bricklayers, Masons and Plasterers; 
Rubin Soderstrom, president, Illi- 
nois State Federation of Labor; and 
Milton P. Webster, vice president, 
Brotherhood ot Sleeping Car 
Porters 


Names Doremus & Co. 

American 
York, ha 
New 


Pencil Company, New 
appointed Doremus & Co., 
York, to direct advertising. 


NBC's 


Parade of 
Stars 


makes this 
the No. 1 
station with 
Intermountain 
Listeners 


POPULAR 
Station 
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Half of Dailies 
Up Prices, ANPA 
Survey Reveals 


Skyrocketing Costs 
Force Newspapers 
to Jack Up Rates 


— New York, Dec. 24.—Along with 
hundreds of other commodities that 
have fallen under the savage attack 
of rising prices and increased costs, 
are more than half the nation’s daily 
newspapers which have been forced 
to raise parts of their circulation 
rate structures since the outbreak of 
the conflict in 1939, according to 
Cranston Williams, general manager 
“fi of the American Newspaper Pub- 
$ lishers Association. 
a Early returns from an ANPA sur- | 
vey of circulation rate changes in| 
1942 reveal that 648 papers have | 
thus far announced advances. A} 
total of 1,777 dailies replied to a| 
survey conducted at the beginning of | 
the year, showing that 806 were 
selling single copies retail for five 
cents. The year before this, 794 
out of an estimated 1,821 which re- 
plied, were receiving five cents. 
Next largest group was the three- 
cent bracket, including 735, com- 
pared with 751 a _ year _ earlier. 
Against 231 the previous year, only 
185 reported a two-cent price. 

The News, Lynchburg, Va., which 
is owned by Sen. Carter Glass 
and published jointly with his two 
sons, along with the Adprance, used 
the following box in the newspa- 
pers’ front pages to herald a price 
increase: “The cost of producing a 
newspaper is much more than the 
subscriber is asked to pay. The 
difference is made up by advertis- 


ing. But, with a decline in adver- 
tising due to government restric- 
tions on many commodities, and 
with the choice of lowering the 


quality of our paper or increasing 
the price—we have chosen the lat- 
ter.” 

Many Show Increases 


According to a bulletin issued by 
the ANPA reporting results of a 
survey conducted on increases dur- 
ing 1941, out of 1,028 replies re- 
ceived, 250 newspapers had made 
increases. Fifty-one listed little or 
no circulation loss at all, but sur- 
prisingly enough, gains ranged from 
1% to 35%. <A loss of 5% was re- 
ported by 55 dailies while 15 an- 
nounced 100% recovery and subse- 
quent gains in circulation. 

A major part of the newspapers 
acknowledging rate advances attrib- 
uted them to a wartime reduction 
in advertising revenue and rising 
costs of wartime publishing. 

Face to face with the grim specter 
of rising costs, one western news- 
paper polled subscribers through | 
front page editorials in an attempt | 
to learn whether readers preferred | 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


XN 


Photo-engravers in Chicago 


207 North Michigan Avenue 


th 


SEW & SAVE WEEK 
FEB. 20-27 


Following up its white goods promotion 
in January, the National Cotton Council 
will use this two-color window and coun- 
ter card in February to boost home 
sewing. The sewing-with-cotton theme 
will dominate a full page in the February 
Ladies’ Home Journal and newspaper 
mats, radio copy and posters are offered 
stores. During January, Linens & Domes- 
tics is sponsoring a window display con- 
test open to all retail stores, built 
around the council's slogan, "Freshness 
Unlimited." 


i Jan. 1. 


the paper to reduce its features or 
the number of editions published 
each week. This daily followed di- 
rection of the majority and elimi- 
nated its Sunday edition. 
Questionnaires for the 
survey were mailed to all newspa- 
pers, regardless of association mem- 
bership, Nov. 17, asking 
report any changes 


current 


on 
on 


for a 
made in 


circulation rates since Jan. 1, 1942. 
Prevented in Canada 
Possible increases by Canadian 


dailies were stifled by the Canadian 
Wartime Prices and Trade Board, 
which announced on March 25, 
1942, that “no newspaper, magazine 
or periodical may be sold or pur- 
chased in Canada at a price higher 
than that charged or paid for the 
same publication during the 
period from Sept. 15 to Oct. 11, 
1941.” In short, the order means 
that price increases announced by 
publications in the United States 
will not applv to sale of these pub- 
lications in Canada. 

The price control bill which be- 
came law on Jan. 30, 1942, did not 
provide the U. S. price control ad- 
ministrator with authority to pass 
upon “rates charged by any person 
engaged in the business of operat- 
ing or publishing a newspaper, pe- 
riodical, or magazine, or operating 
a broadcasting = station, motion 
picture or other theater enterprise, 
or outdoor advertising facilities.” 

Several of the newspapers polled 
during the present survey have 
discontinued motor routes because 
of tire rationing and are confined 
solely to newsstand distribution and 
the mails. 


Dog Ration Ends Use 
of ‘Meat’ in Copy 

G. E. Conkey Company, Cleve- 
land, and its advertising agency, 
Rogers & Smith, Chicago, have 
signed a stipulation with the FTC 


base 


that they will no longer use the 
terms, “meat,” “dehydrated meat,” 
“beef,” or “dehydrated beef" to 


designate or describe dehydrated 
meat meal or beef meal, or any 
product which is not beef or meat 

The company further agreed to 
cease representing that its product, 
Conkey’s Y-O dog ration, will ef- 
fect a saving of 75 cents out of 
every dollar spent for dog food or 
save any definitely stated amount. 


Folger Appoints Grant 

J. A. Folger & Co., Kansas City, 
coffee importer and manufacturer, 
has appointed the Chicago office of 
Grant Advertising to handle adver- 
tising for Folger’s coffee, effective 
Radio, newspapers and out- 
door posters will be used. 


LaSheck Heads School 

Free & Peters, Chicago radio sta- 
tion representative, has added Kath- 
arine LaSheck to the = staff of 
Wright-Sonovox to take charge of 
the “Articulator’s School.” Miss 
LaSheck formerly was on the staff 
of Buffalo Broadcasting Corpora- 
tion. 


FEBRUARY PROMOTION Heinritz Blasts 
= 2) at Government's 


Maze of Red Tape 


New York, Dec. 24.—You don’t 
have to be crazy to do business the 
government way, but it certainly 


lve visi 
Market Place 


helps a lot, opined Stuart F. Hein- 
ritz, editor of Purchasing, on the 
question, “Is Washington Over-Reg- 
ulating War Industry?” The regu- 
lations problems served as the hub 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


$4.75 per inch. 


“Positions Wanted,” 


as follows: 
“Representatives Wanted,” 
a line, minimun charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in.. 


of a debate on the American Eco- 


nomic Foundation’s “Wake Up BUSINESS OPPORTUNITY 
America” program, heard Dec. 20) Want to build Good Will with a lot 
of people? Help them solve’ their 


at 3:15 p. m. EWT, over the Blue 
Network. 

“Our objectives on the industrial 
front can be summed up in very | 
simple terms,” said Mr. Heinritz. 


| pressing problems in Public Relations 
and Post-War Planning. Our News- 
letter covers these questions and is 
open for a national or regional spon- 
sor. teply. 


tox 3885, ADVERTISING AGE, N. Y 


MISCELLANEOLS 
“KROM-A-TONE”™ Post Cards 
Newest, most economical method of 
advertising any product. College cam 
pus Views, scenis Views, military 
camp Views, and illustrated advertis 


ing cards. Samples and prices upor 
request. Graphic Art Photo Service 
—300 Market Street—Hamilton, Ohio 


“We are seeking to speed produc- 
tion, to utilize manpower more com- 
pletely and effectively, and to pre- 


Small Space Ads 


vent inflation. After two years of | | 
constantly increasing ee te Duff Sales 
from Washington, presumably to Out in Front 


accomplish these ends, we are just 
as far from the objectives as when 
we started and in some cases the | consistently used small-space news- 
situation is worse. For Washington | paper insertions as the major force 
has concentrated on the methods of | behind one of its products and the 
regulation, not on the purpose. The|sole medium for the other, John 
result is a prodigal waste of man-| Walker, sales manager of P. Duff 
power, months, and money.” & Sons, Pittsburgh, in the current 
“Advertising Facts’ published by 
the Bureau of Advertising, also re- 
ported that the company has broken 
all sales records in 1942 and simul- 
taneously cut per case selling costs 
in half. 

In a folder headed “Wartime Re- 
cipe for Big Business from Small 
Ads,” Mr. Walker relates how both 
jobs were done despite obstacles, 
beginning right after Pearl Harbor, 
when “lots of advertisers got cold 
feet and started to curtail sched- 
ules.” 

Billed early in 1942 as an impor- 
tant time, labor. and sugar-saver 
for housewives, Duff's gingerbread 
mix started the year in 52 news- 
papers and by November had ex- 


New York, Dec. 23.—Depicting 


Flood of Signatures 


Mr. Heinritz cited the case of a 
purchasing executive who is cur- 
rently spending $150,000,000 a year, 
under government regulations, for 
war production and estimates that 
he could do the same job with one 
third of the personnel, one-sixth of 
the paper work, and one-half the 
time. The Army contracting officer 
in this executive’s plant is required 
by Washington to etch his hand- 
written signature on 700 pieces of 
paper a day 12. signatures for 
every order issued. 

“Over-all planning is necessary, 
but detailed regulation of this sort 
doesn’t help the war effort,” he said. 
“Industry’s production record in, panded the list for 50-line, every- 
1942 was made in spite of, and not week advertisements to 156 papers 
because of regulation.” in 123 cities. 

“Secret Weapon” Endangered 

Also participating on the program 
was Dr. Alfred P. Haake, professor 


Defies Summer Slump 


Defying the traditional summer 
slump during which time prepared- | 


of economics at the University of jix manufacturers halt their ad- 
Wisconsin, who declared that in vertising, Duff added more news- 
many ways government regulation papers and skyrocketed its July 
of industry is helping the war’ cajles to three times the total of the 
effort although in some. areas 


previous July. August sales zoomed 
higher. By October, the year’s sales 
were ahead of the entire 12 months 
of 1941. 

An intensive campaign on Duff's 
waffle mix started in September, 
employing newspapers exclusively 
with 200-line copy. From an orig- 
inal schedule of 16 papers in seven 
cities, the waffle mix drive grew 


of production, regulation is becom- 
ing regimentation. “We stand a 
chance of losing what might be 
called our secret weapon—the indi- 
vidual initiative of American work- 
ers and American management,” 
said Dr. Haake. 

The case for government regula- | 
tion was carried, in part, by Aaron | 
Levenstein, author of several books | ; , three months to 47 papers in 36 
m industrial problems. He broke | cities 
down regulations affecting war in- W. Earl Bothwell 
dustry into four broad categories | 4 gency, Pittsburgh, 
and wielded them as deadly poni- | pust account. 
ards to press the crusade for regu- 
lation, “planned and democratic,” 
during the postwar period as well 
as the present emergency. 

“Some people are afraid that 
we're learning the lessons in the 
course of this war that will never | 
be unlearned, that we'll to 
know the value of a planned econ- 
omy for a postwar world,” he said. 
“They dread the question of tomor- 
row. If national planning could 
give us record-breaking production 
of planes and tanks, why can't we 
use it in peacetime to give us a 
record-breaking production of 
homes, clothing and food?” 


Advertising 
handles’ the 


Benson and Hedges 
Backs New Radio Show 


and Hedges 
its fourth radio show to be dedi- 
cated to the Sunday evening tea 
dance of the officers service commit- 
tee on Dec. 27, 7:15-7:30 p. m., EWT, 
over Station WJZ, New York. 

Mrs. Marshall Field, co-chairman 
of the committee, and Charles 
Auchincloss, chairman, announced 
it would be an all musical program. 
Duane Jones Company is. the 
) agency. 


Benson will launch 


come 


Now a Partnership 


samp: Betts-Koerber, Inc., Advertising, 

ip & G Appoints Two Denver, will end operations as a 
William G. Werner has been corporation Jan. 1, and will there- 
appointed to the newly-created after be operated as a partnership. 


Offices have been moved from the 
Insurance Exchange building to the 
First National Bank building. 


position of manager of the division 
of public relations of Procter & 
Gamble Company, Cincinnati. How- 


Russell Law, 


N. Y. Agency 
Chairman, Dies 


New Yerk, Dec. 23.—Russell Law, 
chairman of the executive cOmmit- 
tee of Albert Frank-Guenther Law 
Inc., and one of the leaders in com 
mercial, financial and travel adver- 
tising fields, died at Roosevelt Hos- 
pital Monday night after a_ short 
illness. 

Mr. Law, who was 60, traveled 
extensively abroad, beginning hi 
business career in 1898 with the 
former Merchants National Bank i: 
Cincinnati. He joined the Wal 
Street Journal in 1911, decidins 
three years later to launch his own 
advertising agency under the nam« 
of Russell Law, Inc. 

A merger with Rudolph Guenthe: 
in 1919 produced the new agency of 
Rudolph Guenther - Russell Law, 
Inc., and in 1932 the present firm 
was set up through a merger with 
Albert Frank & Co. 

Funeral services for Mr. Law will 
pe held here tomorrow. 


E. L. POTTER > 


Chicago, Dec. 24.—Elvie L. Pot- 
ter, vice-president and copy chief 
of Henri, Hurst & McDonald for 
almost 15 years, died suddenly yes- 
terday, while enroute from hi 
suburban Winnetka home to the 


agency's office here. He was 54. 
Before joining the agency, M: 
Potter was advertising manager of 
the G. I. Sellers Company, Elwood 
Ind., and prior to that was associ- 
ated with the South Bend Watch 
Company, South Bend, Ind. 


LEONARD L. BOWYER 

Milwaukee, Dec. 22.—Leonard L. 
Bowyer, 55, vice-president and pub- 
lisher of the Milwaukee Journal, 
died Dec. 19 in a local hospital. 

Mr. Bowyer joined the Journal in 
1908 as an employe in the daily’s 
circulation department, rising to the 
post of circulation manager. I: 
April, 1918, he became circulation 
manager of the Capital, Des Moines 
Ia., but returned to the Journal in 
December as business Manager. On 
May 1, 1938, he became vice-presi- 
dent and associate publisher of the 
local daily and on Sept. 20, 1939 
was elevated to vice-president and 
publisher. 


Taylor for Guest 

L. W. Taylor has been appointe: 
sales manager of Graybar Electri 
Company's outside construction de 


partment, New York, succeedins 
D. C. Guest, who has retired. M: 
|Taylor has been assistant sale 
manager of the department sinc: 
1937. 


Manchester to Chicago 


Donald S. Manchester, accoun 
executive of Lord & Thomas, Sar 
Francisco, has been transferred t 
the agency's Chicago office. 


and J. Morgens has been named 
manager of the company’s advertis- 
ing division. 


Enterprise Promotes Poole 

C. T. Poole, for two years assist- 
ant advertising manager in the sales 
department, has been appointed ad- 
vertising manager of Enterprise 
Mfg. Company, Akron, O. 


15. 


for you? 


WCOP - REPRESENTED by 


HEADLEY-REED CO. 


WCOP belongs on your advertising schedule 
for 117 reasons... 


shall we enumerate them 
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Population Shifts 
fo War Factory 
Areas Are Shown 


Washington, Naval 
Centers Score the 
Heaviest Gains 


Washington, D. C., Dec. 23.—The 
comparatively sudden shift of the 
U. S. civilian population to centers 
of war activity was reflected this 
week in preliminary estimates re- 
leased by the Department of Com- 
merce bureau of the census. 

Of 137 metropolitan counties or 
groups of counties, a total of 88 
showed gains in civilian population 
between April 1, 1940, and May 1 of 
this year. Forty-three showed de- 
clines, while six were little affected. 
In all counties where the civilian 
population increased, the total gain 
amounted to 2,639,000, or 6.8%. 

The net increase in the civilian 
population of all metropolitan coun- 
ties amounted to 1,853,000, or 2.8%, 
compared with a net decrease of 
almost the same amount in the re- 
mainder of the United States. 

Detroit Heads List 

Areas which revealed the great- 
est Jumps in population were De- 
troit, up 336,000; Washington, D. C., 
up 231,000; Chicago, 149,000: Los 
Angeles, 131,000; Norfolk, Ports- 
mouth and Newport News, 107,000; 
St. Louis, 97,000; San Diego, Cal., 
97,000; and San Francisco and Oak- 
land, 95,009. Gains of more than 
25% were recorded in San Diego, 
the Norfolk area, Mobile, Montgom- 
ery, Corpus Christi and Washing- 
ton, D. C. 

The largest loss, 365,000, occurred 
in the New York-northeastern New 
Jersey metropolitan counties. 


Counties with high rates of 
growth, said the bureau, were in 
practically every case those with 


more than average wartime activity, 
while those with heavy rates of 
decline contained few important 
plants working on war orders. 

The metropolitan estimates are 
based mainly on the number of per- 
sons registering for the sugar ration 
books last May. Persons in the 
armed forces, enemy aliens and 
citizens of Japanese ancestry are not 
figured in. The bureau later will 
estimate civilian population in the 
remaining counties. Estimates for 
the states were released late in 
October and published in Apverts- 
ING AGE Nov. 2. 

In an adjoining column are shown 
preliminary estimates of the civilian 
population of selected metropolitan 
counties for May 1, 1942, with com- 
parative figures for April 1, 1940. 


Named Campaign Head 


Brooks Darlington, former sales 


promotion manager for the nylon} 


division of E. I. Dupont de Nemours 


& Co., has been named a campaign | 


manager in the Office of War In- 
formation bureau of campaigns. Mr. 
Darlington, who has recently been 
serving with the price administra- 
tion branch of the Army services 
ff supply, will specialize on gov- 
ernment transportation campaigns. 


Bearden to ‘Constitution’ 
Warren H. Bearden, veteran of 22 
ears in newspaper advertising in 
\tlanta, has been appointed adver- 
‘ising manager of the Atlanta Con- 
titution. He succeeds Roby Robin- 
on, who has been commissioned a 
lieutenant (jg) in the Navy, and 
who is now attending the Navy's 


ndoctrinal school at Quonset Point, | 
oe 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO, 


PRELIMINARY ESTIMATES OF THE CIVILIAN POPULATION OF MAJOR METRO. 
POLITAN COUNTIES: MAY |, 1942, COMPARED WITH APRIL |, 1940 
[A minus sign ( ) denotes decrease Percent not shown 
Estimated 
civilian Total 
population, population, 
May 1, April 1, 

Metropolitan district and counties 1942 1940 
Akron (Summit Co., Ohio) ere 358,000 339,405 
Albany-Schenectady-Troy (Albany, Rensselaer, 

and Schenectady Cos., N. Y.) .......... $684,000 465.6438 
Allentown-Bethlehem-Easton (Lehigh and 

POremnmepten. COG, PR) oc ciciccdccscvcacvs M5000 $46,492 
Atlanta (De Kalb and Fulton Cos., Ga.) re 03,000 479,828 
Baltimore (Baltimore city, Anne Arundel and 

Baltimore Cos., Md.) yo Ter ee 1,126,000 1,083,300 
Birmingham (Jefferson Co., Ala.) . , ; . 502,000 19,9380 
Boston (Essex, Middlesex, Norfolk, Plymouth, 

and Suffolk Cos.. Mass.) 2,811,000 2S24.955 
Bridgeport (Fairfield Co., Conn.) : Poe 440,000 418,384 
Buffalo-Niagara (Erie and Niagara Cos., N. Y.) 870,000 1SS,4N7 
Canton (Stark Co., Ohio) tak ee a il koe 252,000 234,887 
Chattanooga (Hamilton Co., Tenn.; Walker Co., 

Ss Perret re rrre ree eee OTT Pere err re 228,000 211,502 
Chicago (Cook, Du Page ind Lake Cos Ill. 

Lake Co., Ind.) P rr reer re re ms 4,725,000 $581,111 
Cincinnati (Hamilton Co., Ohio: Dearborn Co 

Ind.; Campbell and Kenton Cos., Ky.) S61,000 $10,097 
Cleveland (Cuyahoga Co., Ohio) : 1,231,000 1,217,250 
Columbus, Ohio (Franklin Co., Ohio) 109,000 SSS,G12 
Corpus Christi (Nueces Co., Tex.) Tis ade W2,661 
Dallas (Dallas Co., Tex.) ............ , 131.000 SOS 504 
Davenport (lowa)-Rock Island-Moline CII) 

(Scott Co., lowa;: Rock Island Co., Tl.) 211,000 1YS,071 
Dayton (Montgomery Co., Ohio) ; a 325,000 Ho, 40 
Denver (Arapahoe, Denver, and Jefferson Cos., 

See canes vs pat eca pkiste ' eo oe vS,000 BNG2N4 
Detroit) (Macomb, Oakland, and Wayne Cos., 

SN errr ne Pe may: : 2,710,000 2.877.820 

Puluth (Minn.)-Superior (Wis,) (St. Louis Co., 
Minn.; Douglas Co., Wis.) . ; ae 40,000 254,086 
Fall River-New Bedford (Bristol Co... Mass.) 64,000 364.637 
Flint (Genesee Co., Mich.) 227,000 227,944 
Fort Worth (Tarrant Co., Tex.) 236,000 225,521 
(jrand Rapids (Kent Co., Mieh.) ... - 246,000 46.338 
Hartford-New Britain (Hartford and Middlesex 

(os >) US eee TE eon ree OT, 000 “OH, TNS 
Houston (Harris Co., Tex.) 55,000 28,0601 
Indianapolis (Marion Co., Ind.) 12,000 HHO.926 
Jacksonville (Duval Co., Fla.) 258,000 10.148 
Johnstown (Cambria Co., Pa.) ‘: . 238,000 218,40% 
Kansas City (Mo.)—Wansas City (Kans.) (Jack- 

son Co. Mo; Johnson and Wyandotte Cos., : . 

Kans.) : ' m* ins $64,000 Hob,226 
Lancaster (Lancaster Co., Pa.) 200,000 212,004 
Los Angeles (Los Angeles and Orange Cos,, ‘ : 

Calif.) Sey eT ee REE eee 045,000 2,916,405 
Louisville (Jefferson Co,, Ky.; Clark and Floyd : A 

Cos,, Ind.) Pas 198,000 Pol.das 
Memphis (Shelby Co., Tenn.) 361,000 $58 200 
Miami (Dade Co., Fla.) ; 26 », 000 260,039 
Milwaukee (Milwaukee Co., Wis.) 466,000 166,55. 
Minneapolis-St. Paul CAnoka, Hennepin, Ram P co 

sey, and Washington Cos., Minn.) 915,000 Wee OG 
Mobile (Mobile Co., Ala.) 189,000 14lved 
Montgomery (Montgomery Co., Ala.) 144,000 114,420 
Nashville (Davidson Co., Tenn.) 274,000 eee 
New Haven (New Haven Co., Conn.) H20,000 184,516 
New Orleans (Jefferson and Orleans Parishes, 

Lia.) peak wai had ae we ee eek F eara 64,000 O44 oo4 
New York-Northeastern New Jersey (Bronx 

Kings, Nassau, New York, Queens, Richmond, 

Rockland, and Westchester Cos., N 4 Ber- 

zen, Essex, Hudson, Middlesex, Monmouth, a 

Morris, Passaic, and Union Cos., N. J.). 10,702,000 T1.Das oN 
Norfolk-Portsmouth-Newport News (Hamton, 

Newport News, Norfolk, Portsmouth, and 

South Norfolk cities: and Elizabeth City, Nor 

folk, Princess Anne, and Warwick Cos., Va.) fou wae 345.42 
Oklahoma City COklahoma Co., Okla.) 217,000 244.150 
Omaha (Nebr.d-Council Bluffs Clowa) CDouglas 

Co, Nebr.; Pottawattamie Co., lowa) 18,000 414,318 
Peoria (Peoria and Tazewell Cos., TL) 202,000 eee) 
Philadelphia (Delaware, Montgomery, and Phila- 

delphia Cos., Pa.: Burlington, Camden, and 

Gloucester Cos, N do) P ‘x 3,027,000 2. fob, 206 
Pittsburgh ‘t(Allewheny, Favette, Washington 

and Westmoreland Cos., Pa.) 2. 068,000 2,126,801 
Portland, Ores. (Clackamas and Multnomah 

Cos., Ore.) . : 25,000 412,229 
Providence (Bristol, Kent, Newport and Provi 

dence Cos., R 1.) HSS 000 HSOSSS 
Reading (Berks Co., Pa.) 234.000 24ALSS4 
Richmond (Richmond city, Henrico Co. Val) 245.000 Pasa 
Rtochester (Monroe Co. No. Yo) wa 000 8.230 
Savinaw-Bay City (Bay and Saginaw Cos., 

Mich.) hd - : F eoqdooe 5 44 
St. Louis (St. Louis city, St. Charles and St 

Louis Cos., Mo.; Madison and St. Clair Cos 

Ill) i < ; : 1o27.ooe 1.482.088 
Salt Lake City (Salt Lake Co., Utah) 220, 11,62: 
San Antonio (Bexar Co., Tex.) 4.000 IS8,176 
San Diego, San Diexo Co., Calif.) 13.000 ZN 348 
San Franciseco-Oakland (Alameda, Contra Costa 

Marin, San Franciseo, San Mateo, and Solane 

(fos., Calif.) Lode Hr Sed 
Scranton Wilkes-Barre (Lackawanna and Lu 

zerne Cos., Pa.) HHA OO ian “1 
Seattle (King Co.. Wash.) : 4,000 dOnt 
Springtield-Holyoke, Mass. (Hampden and 

Hampshire Cos., Mass.) 4th, te bd HS 
Syracuse (Onondaga Co., N.Y.) 7S S,000 zie, Dee 
Tampa-St. Petersburg CHillsborough and Pinel 

las Cos., Fla.) 272 000 eT 2000 
Toledo (Lucas Co., Ohio) 52, AO 44.5 
Trenton (Mercer Co., N. J.) 202,000 197,318 
Tulsa ¢Tulsa Co., Okla.) 211,000 193,36 
Uticea-Rome (Herkimer and Oneida Cos., N. Y.) 241,000 262,163 
Washington, Db. C. CDistriet of Columbia; Mont 

xomery and Prince Georges Cos., Md.; Alex 

andria city and Arlington Co., Va.) — 1,151,000 W275 oe 
Wheeling (Brooke, Marshall, and Ohio Cos., W 

Va.; Belmont Co., Ohio) , 25,000 234 ! 
Worcester (Worcester Co., Mass.) . 14,000 4470 
Youngstown (Mahoning and Trumbull Cos., ©.) FAS 000 2.568 


where less than 0.1] 


Estimated increase 
in civilian 
population between 


Estimated 
civilian 


population April 1, 1940 and 
April 1, May 1, 1842 
1940 Number Percent 
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Robinson Adds Duties 


W. E. Robinson, promotion man- 
ager of Industrial Press, New York, | 
has also taken on the duties of} 
advertising manager. Industrial 
Press publishes Machinery and 
Heating & Ventilating. 


| 


“ONTREAL 


2RONTO 


-INNIPEG 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


Liquor Publications 
Issues Special Section 


A special 78-page section entitled, 


“Volunteer for Victory—the Story 
of How a Great Industry Enlisted 
for War,” appears as part of the 


December issues of Wine and Liquor 
Retailer, the Monopoly State Re- 
view, and Spirits Combined with 
American Wine & Liquor Journal. 
The three papers are published by 
Liquor Publications, New York. 


‘Johnstown Club Elects 
New Officers for ‘43 


The Advertising Club of Johns- 
town, Pa., has elected the following 
officers for 1943: President, Tom 
Nokes, Johnstown Poster Advertis- 
ing Company; first vice-president, 
Gerald Devaux, Cambria Rowe 
Business College; secretary, Ludwig 
H. Henning, Henning Advertising 
Studio; and treasurer, L. J. Paxson, 
membership secretary, Motor Club. 


Davis Denies Any 
Knowledge of Cut 
for Advertising 


(Continued from Page 1) 
I am sure, if anybody had had it, 
and we have not heard anything 
about it except that it is the opinion 


of these private economists.” 
Mr. Davis also pointed out the 
weakness of the Warne proposal 


that government advertising be sub- 
stituted for private advertising as a 
means of supporting the press. 

“That would seem to me to be a 
very unsatisfactory idea,” he said. 

“The old idea of the press in this 
country is that it operates free from 
government subsidy. That its 
strength. That is what gives it its 
freedom.” 


Ban Not Intended 


Gardner M. Cowles Jr., deputy 
director of OWI in charge of domes- 
tic operations, pointed out that the 
War Production Board restrictions 
on newsprint would not aim directly 
at curtailment of advertising. 

“I think our attitude is that WPB 
ought to cut newsprint to the extent 
it feels necessary and then it ought 
to be left entirely to the individual 
publication to determine whether it 
wants to cut advertising or news. 
It is entirely up to the individual 
publication to determine how it 
wants to use its available allot- 
ment.” 

Mr. 


“some 


is 


Davis earlier stated that 
excitable persons in Holly- 
wood” had “greatly exaggerated” 
the implications of a letter from 
Lowell Mellett of OWI asking film 
;}companies to clear all government 
contacts through OWlI's Hollywood 
bureau and to establish a routine 
| procedure of submitting scripts and 
uncut films to facilitate elimination 
of any material that might prove 
harmful to the war effort. 

“This letter largely a man’s 
way of making sure that we get the 
cooperation about ideas in films re- 
lating to the war before too much 


Is 


itime and effort and money have 
been spent on them,” he said. 
Commenting on the’ suggestion 


| that submitting all films to the gov- 


‘ernment might encourage “plagiar- 
| 


ism or the lifting of ideas,’ Mr. 
Davis dryly let fall the remark, 
“God forbid that we should intro- 


duce into Hollywood any practices 
that are utterly unknown there at 
| present.” 


WBIG Moves Studios 


Station WBIG, Philadelphia, has 
moved into its new three-story 
building at 1425 Walnut St. 


WANTED 


ACCOUNT EXECUTIVES 
AND MEDIA MANAGER 


1. To further our 1942-1943 expansion 
program, we are seeking the services 
of two Account Executives. Must 
he creative men with ideas, good 
copy writing ability and capable of 
contacting and handling accounts in 
their entirety. 


2. Also a third man to serve as assist- 
ant account executive with status 
somewhere between assistant and 


account executive. This man should 
have technical background. 


3. We need media manager with espe- 
cial emphasis on research ability. 


Please make application complete 
in first letter giving education. re- 
ligion. experience, age. draft status. 
salary bracket, sampies and all details 
you wish send. No = interviews 
granted until after application letter 
has been received. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 


Terminal Tower 


| Cleveland, Ohio 
} 


| 
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Private Lines 


Only drawback to FCC Chair- 
man Fly’s campaign to sell national 
advertisers on spreading their good- 
will advertising to small stations is 
James C. Petrillo’s ban on record- 
ings. If transcriptions cannot be 
made, national advertisers would be 
forced to rely on local programming 
and spot announcements. 

Next step in the OWI’s domestic 
program will be a streamlining of 
the 22 basic campaigns reviewed in 
ADVERTISING AGE Dec. 21 into half a 
dozen fundamental drives on such 
subjects as foods, transportation, 


work and_ production. Timing 
schedules will then be developed so 
that the public will be conscious of 
only half a dozen major campaigns 
at once. 

Food Administrator Claude Wick- 
ard’'s broadcast Sunday, Dec. 27, will 
be the kickoff for a continuing cam- 
paign combining food rationing with 
the national nutrition program and 
the various Department of Agricul- 
ture production drives. 

% {* * 

Principal hitch in OWI’s program 

for placing a transmitter in North 


Africa to beam programs to Europe 
on broadcast waves is Admiral Dar- 
lan’s insistence that France main- 
tain control of all radio facilities in 
its territories. OWI is, however, 
successfully determining the news 
policies of the stations in Algeria 
and Morocco which supply news and 
entertainment for French, British 
and American troops. 
ae Ht a 

The fine hand of Elmer Davis and 
his OWI is in evidence when gov- 
ernment officials speak at out-of- 
town conventions. No longer do 
they contradict each other, nor do 
they give out unreasoned state- 
ments. Their speeches are cleared 
before delivery through OWI. If 
they speak frankly, or take part in 
a catch-as-catch-can panel session, 


it’s strictly off the record, with re- | 
and even the steno-typer 


porters 
observing the gag. 


* 


And a note for that portion of 


|the advertising gentry which im- 
bibes at bars. If the cost of your 
drink is raised by a nickel instead 
of two cents—the amount of the 
new excise tax—you’re supposed to 
| get a larger drink. 


‘Serutan Renews 


| Victor Lindlar’s food program, 


| recorded for broadcast over 10 sta- | 
tions throughout the country, has | 


been renewed for 52 weeks by 
Serutan Company, Jersey City, ef- 
fective Jan. 4. 

| Raymond Spector Company, New 
| York, is the agency. 


Ae 


7 
eg Choice of the Business Leaders 
To reach the leaders of large and small businesses and 


industry, in big cities and small towns, tell your story 


in the magazine MOST WANTED by these leaders. 


Fortune 


Business Week 


United States News 


NATION’S BUSINESS 


Total net 


..-HAS LARGEST CIRCULATION 


paid 


June 1942 ABC 


374,638 


164,359 
120,752 


188,893 


Nation's Business circulation has increased every 
month since March 1934 ... without short-term 
offers, deferred payments or other circulation 


tricks. Its renewals are high, its reader interest 
keeping steady pace with the increasing interest in 
Washington moves and measures. 


---COSTS LESS PER READER 


Page rate 
per 1,000 

NATION’S BUSINESS $4.80 
Fortune 9.79 
Business Week 8.62 
United States News 6.22 


ener ee ere 


To promote the good health of your business 


leaders. 


in tremendous 1943, tell your story in the 


magazine MOST WANTED by business 


December 28, 1942 


TO THE TRADE 


Here are two of the advertisements an- 

nouncing a rubberless Cory vacuum 

brewer in business papers. Consumer 
copy will follow later. 


Rubberless Cory 
to Be Promoted 
to the Trade 


Chicago, Dec. 23.—Along with 
change in ownership, Cory Glas 
Coffee Brewer Company announced 
this week it will launch a new series 
of advertisements in busines: 
papers, to be followed by consumer 
copy featuring its new rubberless 
vacuum brewer. 

Small-space advertisements in a 
total of 16 papers iz the hardware, 
drug, spice and beverage fields will 
tell the story of the “true vacuum 


| brewer” which doesn’t use rubber. 


An exclusive ground glass seal re- 
places the former rubber ring. Other 
themes to be emphasized are the 
claims, “More cups to the pound,” 
and “More flavor in every cup,” 
through the use of a Cory brewer. 
Media for consumer copy are to be 
determined later. 

Formal ownership of the company 
was transferred Dec. 1 from Harvey 
Cory to J. W. Alsdorf, who has 
handled all export sales of Cory for 
the past seven years. Mr. Alsdorf 
said the same policies would be con- 
tinued, with the organization other- 
wise remaining unchanged. 

Presba, Fellers & Presba directs 
the account. 


B & B Advances Mullen 
John A. Mul- 
len, who has di- 
rected the radio 
commercial de- 
partment at Ben- 
ton & Bowles, 
New York, has 
| been elected a 
vice-president of 
'the agency. Mr. 
| Mullen has been 
with Benton & 
Bowles for the 
past nine years. 
joining the 
agency in 1933. 


ACA Names McQuarrie 

Athol McQuarrie, secretary-man 
ager of the Association of Canadiat 
Advertisers, has been elected man 
aging director of the association 
Harold Jackson, acting advertisin: 
manager of the Chrysler Corpora 
tion, has been named a directo! 
succeeding Sydney R. Skelton, ad 
|vertising manager of Goodyear Tir« 
& Rubber Company Ltd., who ha 
resigned. 


John A. Mullen 


Oneida Has New Organ 

Oneida Ltd., Niagara Falls, Ont 
has begun publication of a nev 
house organ called “Silver Wings,’ 
to be issued eight times a year to 
2.500 retail jewelers in Canada 
D. E. Sanderson is the editor. 


Applies for Name Change 

Stewart - McIntosh, Vancouver, 
B. C., has applied for a change of 
the name of the company to Stew- 
art-Lovick 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


'V' HOME SERIES GETS UNDER WAY 


The air raid warden is identified with the “V' home in the first of a series of 

panel posters initiated by the Office of Civilian Defense in collaboration with 

the Outdoor Advertising Association of America. Objectives of war agencies 

will thus be brought home to the public. Merchants, industrialists, etc., will 
sponsor the posters locally. 


FOOD MEN ELECT NEW OFFICERS 


Newly-elected officers of the Chicago Association of Manufacturers’ Representa- 

tives for 1943 are (standing, left to right) T. J. Reynolds, Standard Brands, 2nd 

vice-president; O. P. Walters, G. Washington Coffee Co., secretary; J. P. Canepa, 

John P. Canepa Co., treasurer; H. L. Fisher, Bosco Co., assistant treasurer; 

(seated) E. D. Johnson, R. B. Davis Sales Co., first vice-president; and Bob 

White, Doughboy Mills, president. The group represents many nationally promi- 
nent grocery items. 


DIRECTORY FEATURES ARTISTS' WORK 


These two spreads are taken from the forthcoming issue of the quarterly directory 
of the Associated Chicago Artists, who have organized their talents and will use 
the publication in contacting art buyers. The work above, and its reproduction 
in @ Studebaker advertisement, is by Frederick Tellander. War takes a back 
seat to beauty in the second illustration, by artist Walt Otto. 


METAL-LESS PACKAGE 


The Bayer Co.'s tin containers for 
aspirin have gone to war, to be replaced 
by a cellophane envelope and a folded 
paperboard cover which looks like a 
package of matches. The Victory pack- 
age is illustrated on this new display 
card and broadsides call attention of 
the drug trade to advantages of the new 
container. 


TIME-SAVER 


Don’t hold an this 
SOLDIER OF INDUSTRY 


Please Return 
This Reel Promptly To 


AMERICAN STEEL & WIRE COMPANY 
ELECTRICAL CABLE WORKS 
WORCESTER, MASS. 

Ts 


a) 
. 


A new red, white and blue tag helps 
American Steel & Wire Co. save time 
and conserve materials. Developed by 
the company's advertising department, 
the tags are attached to all reels leav- 
ing the Electrical Cable Works at Wor- 
cester, Mass. The tag helps insure the 
quick return of the reel, and its conse- 
quent reuse. 


SALUTING THE NEW YEAR 


M18 A. BRAND NEW YEAR 


BUT THE SAME OLD <= CAR 


SERVICE 


Jeeps and Army trucks will comprise the 1943 models, so Atlantic Refining Co. 

pays tribute to the old cars in a New Year's 24-sheet poster, now showing 

throughout its territory in the East. Benjamin Eshleman Co., Philadelphia, handles 
the account. 


GCTTING READY FOR 1943 


COMMANDOS. 
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PAC TOR Division MiLWAVERT  U. ! 


To get existing farm equipment in use for peak operating efficiency next year, 
Allis-Chalmers Tractor Division, Milwaukee, started a new campaign with a four- 
color page in farm magazines. (Story on page 14.) 


HOW CAR CARD MEDIUM AIDS GOVERNMENT IN WARTIME 


OF 68 Te TOUR areeety SONY Orcenrrone 


> 


\ NAVY 


WELP HOLD 


sp, SS SOMEBODY 
Bee BLABBED 


its 


ene 
, about 17009 me 


aS ee BUTTON YOUR LIP! 


‘ony !wouldut ya like} 


CORPS 


ROOM 1012, 299 BROADWAY 


NEW YORK, N. Y. 


al ‘14 


Above are five examples of the type of war advertising cards which have been contributed to various branches of the 
government, and to various government-sponsored campaigns, by the car card industry of the United States. Top-fli zht 


illustrators have turned out the cards, lithographers and printers have helped to produce them, and transportation adver- 
tising franchise holders have used them in their medium. 
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